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Abstract
This research sought to examine the appropriateness, of general 
consumer behaviour models and the decision-making processes which 
they advance, to purchases of products of an experiential nature. 
An examination of the existing literature on 'goods' and 'services' 
and of general consumer behaviour models concludes that these models 
disregard purchases of an experiential nature since their major 
preoccupation is with decision-making in the context of commodities 
rather than with products which incorporate commodity- transforming 
and interpersonal activities.
In order to develop an understanding of consumer behaviour with 
respect to experiential products, research was carried out to 
examine the way in which an example of such a purchase, tourism, is 
undertaken. Semi-structured interviews were conducted with a sample 
of 328 Gulf Arab holiday tourists to the United Kingdom to 
investigate their holiday destination purchase behaviour. 
Non-metric multidimensional scaling was used to uncover different 
holiday behavioural patterns and correspondence analysis was 
employed to give a more detailed picture of particular aspects of 
Gulf Arabs' holiday behaviour.
The principal finding to emerge from this study is that the purchase 
of high-expenditure experiential products involves a degree of 
perceived risk, a risk that cannot be reduced through sampling the 
product and which consumers choose not to reduce through extensive 
information search. Therefore, consumers attempt to reduce the risk 
associated with the purchase through what is termed 'cautious and
incremental consumption1. A model of cautious and incremental 
consumption, based on a trade-off between novelty and familiarity, 
is offered, which, it is argued, provides a more realistic framework 
for understanding purchases of experiential products.
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INTRODUCTION
The origins of this thesis may be traced back to the researcher's 
interest in two areas of study. These will be discussed briefly 
since they shed light upon the structure of the thesis as it stands.
One area of interest was connected with a personal involvement with 
Gulf Arabs. As a Gulf Arab in a Western culture, the researcher was 
acutely aware of the misconstrued image attached to the affluent yet 
elusive group of economically powerful consumers appearing in 
rapidly increasing numbers over the years in Western destinations. 
Although the frequency of contact between the West and this group of 
consumers has accelerated, attempts to understand Gulf Arabs remain 
embryonic. What little knowledge of Gulf Arabs that the West has 
harboured has rarely been validated by empirical research. Rather, 
it has grown from assumptions and informal observation. As a 
result. Gulf Arab consumers visiting Western destinations bemoan the 
host country's lack of understanding for their needs and wants 
whilst those in the West see Gulf Arabs as unapproachable consumers 
who resist and shun any attempts made to understand them. Gulf
Arabs thus remain an unexplored market and one aim of this research
was to challenge the existing belief in the inapproachability of 
Gulf Arabs which has thus far excused the absence of data available
on these consumers.
It was felt that one step forward in the study of Gulf Arabs as 
consumers of Western products could be through the examination of a 
situation where there was direct contact between the West as 
producer and the Gulf Arab as consumer. For this reason it was
- 2 -
decided that Gulf Arabs' purchase of a holiday destination and their 
holiday tourism behaviour in the West would be examined since the 
Gulf Arab consumer would inevitably find himself in a Western 
environment and interaction between the Gulf Arab and the West 
becomes an unavoidable part of the product purchase.
At this point, it is appropriate to introduce the researcher's 
second area of interest. This consisted of a theoretical interest 
in the major consumer behaviour models which are frequently cited in 
the current literature. Since these models are considered to be
general models of consumer behaviour, they are regarded as
accommodating and explaining consumers' decision-making process and 
subsequent purchase of any and every type of product. However, it 
was felt that these models were constructed mainly with products
which could be sampled prior to purchase in mind, and it was doubted
that the purchase of a holiday destination experience could be
accommodated within these existing models. In particular it was 
suspected that the general consumer behaviour models had to be
reconsidered in view of different types of product purchases,
especially the purchase of experiential products.
From these two areas of interests emerged an examination of the
applicability of consumer behaviour models to experiential product 
purchases and, in particular to the purchase of tourism products,
focusing upon the travel behaviour of Gulf Arabs.
To this end. Chapter 1 considers the nature of experiential products 
and reviews the 'goods-services' debate, concluding that these polar
- 3 -
terms should be discarded in favour of the generic term 'product', 
whilst conceding that products differ in degrees depending on the 
extent to which they incorporate commodities, commodity-transforming 
activities or interpersonal activities. Next, the major consumer 
behaviour models are reviewed in order to discover how far they 
accommodate the behaviour of buyers faced with purchases of products 
that are experiential in the sense that they involve a greater 
degree of human interaction. Thus it is established that the major
consumer behaviour models overemphasise commodities and fail to 
explain buyer behaviour of experiential products.
Chapter 2 goes on to examine a specific example of an experiential
product: tourism. This chapter shows how the holiday tourism 
product embodies characteristics associated with experiential 
products. Existing models of travel buyer behaviour are reviewed to 
ascertain the extent to which these models conceptualise buyer 
behaviour in a way that is appropriate to this kind of product
purchase. The conclusion is that these models also fail to provide
a satisfactory explanation of buyer behaviour with respect to 
tourism. Thus, the need for an empirical study on how consumers 
arrive at the purchase of a holiday destination is established.
Chapter 3 begins by explaining the choice of Gulf Arab tourists as 
the focus for the study. The remainder of the chapter outlines the 
research methodology employed. It concludes with a description of 
the statistical procedures which were utilised in analyses of the 
data and a discussion of their particular relevance in this case.
Chapter 4 presents the first set of findings of the study which 
provide a general overview of Gulf Arabs' travel behaviour and which 
highlight the significant features of Gulf Arabs' behavioural 
patterns regarding holiday tourism.
Chapter 5 develops the analysis of Gulf Arab travel behaviour by 
examining findings obtained from a non-metric, multidimensional
scaling procedure using a Smallest Space Analysis program. Further 
findings are also obtained from a Correspondence Analysis
procedure. On the basis of these findings, hypotheses regarding 
holiday tourism purchase behaviour are developed.
Chapter 6 summarises the preceding chapters and argues the need for 
a consumer behaviour model which takes account of the findings of 
the study on travel purchase behaviour. The thesis is concluded 
with an attempt at constructing a model of tourism purchase
behaviour showing how purchase is the result of both cognitive and
environmental factors. Further areas of research are suggested 
which could use this model as a starting point.
CHAPTER ONE
CONSUMER BEHAVIOUR
AND
’SERVICES'
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CHAPTER 1 
CONSUMER BEHAVIOUR AND 'SERVICES'
1.1 Introduction
The aim of this chapter is to review the major consumer behaviour 
models in order to assess the degree to which these models of buyer 
behaviour are applicable to consumers' decision-making processes 
with regards to 'service* products. However, before examining the
models in this light, it is necessary to survey the existing
literature on the controversial issue of 'services'. It is 
necessary to attempt to define the nature and characteristics of a 
'service* purchase before examining buyer behaviour with regards to 
such a purchase.
1.1.2 'Services': the Generic Confusion
The growth of the 'services sector' has brought an increasing 
interest, in the marketing literature, in 'services'. The starting 
point in trying to understand the nature of services has been to 
compare 'services' with 'goods' in order to identify differences and 
similarities. As a result of such an interest and approach, a vast
literature on the 'services-goods' debate has emerged: the debate,
however, remains fraught with controversy.
The American Marketing Association defines services as:
"activities, benefits, or satisfactions which are offered for 
sale or are provided in connection with the sale of goods". (AMA 
1960, p.21)
Blois criticises the AMA's definition on the grounds that it is not
- 6 -
comprehensive, because certain goods, not considered services could 
also be included in the definition. He recognises that goods as
much as services can provide benefits and satisfactions to the
consumer. So he proposes an amended definition of services:
"A service is an activity offered for sale which yields benefits 
and satisfactions without leading to a physical change in the 
form of a good." (1974, p.137)
He admits, however, that even this revised definition is not all 
encompassing and may exclude certain activities generally considered 
as services. His definition is not put forward as a solution to the 
definitional problem, but as a way of viewing the problem from a 
different stance.
Stanton defines services as:
"those separately identifiable, essentially intangible activities 
that provide want satisfaction, and that are not necessarily tied 
to the sale of a product or another service. To purchase a
service may or may not require the use of tangible goods.
However, when such use is required, there is no transfer of the 
title (permanent ownership) to those tangible goods". (1981, 
p.442)
According to Stanton, whereas goods can possess both tangible and 
intangible attributes, services involve intangible activities only, 
and whilst goods can be possessed, services can only be offered for 
temporary use.
-  1 -
Cowell (1984, p.22) supports Stanton's definition and acknowledges 
that services possess characteristics that set them apart from goods 
and that they are sufficiently distinct to warrant a definition to 
establish their autonomous existence.
Kotler's definition of services is a slight modification of the 
AMA's definition:
"A service is any activity or benefit that one party can offer to 
another that is essentially intangible and does not result in the 
ownership of anything. Its production may or may not be tied to 
a physical product." (1984, p.497)
Kotler stresses the intangibility of services whilst allowing for 
the notion that a service transaction may be facilitated by physical 
goods, a view shared also by Stanton.
These definitions of services underlie the widespread association 
with activities, that is, a performance, as the distinguishing 
feature between goods and services. Berry notes that:
"A good is an object, a device, a thing; a service is a deed, a 
performance, an effort." (1980, p.24)
This comparative distinction is stressed by Rathmell who comments 
that "goods are produced, services are performed" (1974, p.58). 
Shostack too, draws a similar distinction between goods and services 
in order to explain the service concept:
"Products are tangible objects that exist in both time and space; 
services consist solely of acts or process(es), and exist in time
- 8 -
only...services are rendered; products are possessed. Services 
cannot be possessed; they can only be experienced, created or 
participated in." (1982, p.42)
A stance taken by several writers, in order to avoid definitional
problems, is to employ the concept of a goods-services continuum,
with pure goods at one end of the spectrum and pure services at the 
other.1 As a result of such a stance, these writers recognise 
that all products include a combination of intangible and tangible 
elements although the degrees of such a combination may vary from 
one product to another. In addition, there are those who support
the idea of viewing all products (goods and services) as offerings,
benefits, or sets of need satisfiers.2
Some writers (Rathmell 1974, Berry 1980, Shostack 1982) distinguish 
'services' from 'goods' by distinguishing between 'performance' and 
'objects', others (Stanton 1981, Cowell 1984, Levitt 1981, Bessom 
1973) emphasise intangibility as a defining characteristic of 
services, whilst yet others (Judd 1962, Lovelock 1984) see the 
experiential nature of services as definitive. It is evident, 
therefore, that instead of clarification, classificatory and 
explanatory confusion has arisen. Agreement on the nature of 
services does not exist and one reason for this is that the problem 
of goods and services has rarely been approached from first 
principles. Rather, it has been tackled piecemeal by first citing 
examples of what are considered to be services and then giving 
definitions and explanations relating to these examples. Core 
concepts are not clarified before considering the examples but
- 9 -
rather, concepts are evolved out of the examples. The result is an 
attempt to force all products into pure, mutually exclusive 
categories of 'goods' and 'services'. There is a stronger case for 
subsuming 'goods' and 'services' under the generic term 'product' as 
Kotler (1984) and Middleton (1983) have already done. However, at 
the same time it must be emphasised that important differences arise 
amongst products. The important point is that these differences are 
not dichotomous, creating discrete categories of 'goods' and 
'services, but are continuous, creating products which differ by 
degrees. The next section will examine the concept of products as a 
generic category and show how, within this generic category, there 
are products which differ by degrees.
1.1.3 Types of Products
Products are best viewed as facilitating mechanisms designed to 
satisfy some set of consumer needs and desires. Consequently, they
contain both tangible and intangible elements and so a clear-cut
distinction cannot be sustained between goods and services. Thus, 
for all types of products, consumers essentially purchase the 
satisfaction and benefits desirable from the consumption of those 
products. What is important is that the consumer perceives the 
benefits and satisfactions which the product bestows. Therefore,
consumption may be defined as the satisfaction of needs/wants 
through the experience, direct or indirect, of products. Before 
going any further, it is necessary to elaborate on the various types 
of products that may exist.
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First, there are physical commodities produced and offered for 
sale. The problem with such commodities is that they invariably 
need to be rendered in a form such that they can be consumed, that 
is, their form and location must be changed such that they may be 
experienced or consumed. This process includes transport, to bring 
these •commodities to the same location as the consumer, and what may 
be termed 'domestic production', the process whereby commodities are 
turned into consumables', that is, rendered in such a form that may 
be experienced. Therefore, an important phase of the consumption
process is the transformation of commodities into a consumable 
state. In some cases, people are prepared to pay others to carry 
out the transformation process which renders commodities consumable 
for the consumer, instead of doing it themselves. At the same time, 
others are prepared to offer 'the transformation of commodities into 
a consumable state' as a marketed activity. For example, rather 
than eat a meal in a restaurant, a consumer could have bought all 
the raw materials and cooked the meal himself. Instead, the cooks 
and waiters in the establishment have carried out the transformation 
process and have rendered the commodities consumable for the 
consumer. In other words, the 'pre-consumption' stage is performed 
for the consumer and the consumer does not have to spend his time in 
doing it. Similarly, the 'post-consumption' stage, (the clearing up 
of the meal and the washing-up), is also performed by others and the 
consumer pays for these activities to be carried out for him. These 
activities, which the consumer could have carried out but has 
preferred not to, represent, in so far as they can be purchased, a 
second category of 'products' which may be termed 'commodity- 
transforming'. To be sure, Bessom has noted this feature but he
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wants to regard it as definitive of a separate category called 
'services':
"The purchase of a service as compared to the purchase of a 
product can often be postponed by the consumer or foregone
entirely in favour of performing the service himself - making the 
buyer behaviour in connection with services somewhat more complex 
than encountered in buying a physical product." (1973, p.9)
Moreover, Bessom does not provide a complete list of alternative
opportunities perceived by the consumer when he purchases a 
product. Judd does list these, but again, the list is used to
somehow dichotomise goods and services:
"A service opportunity exists when the purchaser:
1. Cannot perform the service for himself at all;
2. Can perform it, but cannot perform it as well;
3. Can perform it, but cannot perform it as economically in terms 
of time, money or effort;
4. Can perform it as well but not as economically or can perform
it as economically but not as well;
5. Can perform it as well and as economically but still prefers
to be served (underlining inserted)." (Johnson 1969, p.132)
This leads to a third category of 'product'. It may be observed 
that there are activities where satisfaction is derived from 
interaction with people per se. For example, being waited upon by 
the waiter who engages in friendly conversation or provides 
efficient performance can be intrinsically satisfying. Once again, 
some people may be prepared to pay for this activity, and this
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category of product may be called 1 personal interaction'.
Many economic operations combine the provision of physical 
commodities with both types of activities, that is, commodity- 
transforming and personal interaction. Part of what they do is 
render commodities into a state where they may be experienced by the 
consumer (meals cooked and served, rooms made habitable, clothes
cleaned) and the other part of what they do is to provide people
with whom the consumer may interact, the experience of which 
interaction is itself satisfying.
The position taken here is that all products, in principle, involve 
some element of bought activity which might otherwise be performed 
by the consumer. However, differences between products in this 
respect have important implications for the consumer during his 
decision-making process since he perceives that the option of doing 
without the bought activity is a possible alternative to purchase. 
This would in turn be important for marketing practice, since the 
producer, whose products contain a high element of bought activity, 
always faces potential competition from non-purchased alternatives. 
Thus, the marketer must ensure that the perceived benefits and 
satisfactions which these activities provide, appear to be, in the 
eyes of the consumer, better obtained through market relationships.
Commodity-transforming activities are often, of course, sold through 
their association with pleasurable human interaction, that is, 
having commodities made consumable is often sold on the grounds that 
it affords the opportunity for pleasurable human interaction
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(whether in practice it does or not). Therefore, when people talk 
about services , what they in fact mean is that the product 
includes a large component of commodity-transforming activities and 
human interactions which are offered to the consumer as a 'packaged' 
product, the consumption of which will be perceived as a source of 
satisfaction.
Consequently, the polar terms ’goods' and 'services' are unhelpful 
since a clear and unambiguous distinction between these cannot be 
sustained. However, there remain, especially from the way the 
consumer perceives products, important differences within products 
in terms of the proportions in which they embody physical 
commodities, commodity-transforming activity and interpersonal 
activity. For example, when a consumer purchases a commodity like a 
pen, there is minimal human activity involved in the provision of 
perceived satisfaction. The benefits the consumer derives from the 
purchase is not dependent on other human interaction, instead, 
satisfaction is obtained from the use of the physical item itself. 
When the purchase, however, involves a commodity-transforming 
activity, satisfaction will derive from the performance of that 
activity as part of the consumption process as well as from the 
physical commodity itself. As the purchase involves more human 
interactive activity, satisfaction will rely increasingly upon the 
human performance and to a lesser degree upon the commodity. As 
products begin to include lesser commodity elements, so their 
consumption becomes increasingly experiential.
Thus, all products lie somewhere along a continuum, with actual
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features of the product determining where, along the continuum, it 
lies. This concept of a continuum varies from the Shostack model
(see Figure 1.1a) since Shostack retains the terms 'product 
dominated entities' and 'service dominated entities' at either end 
of the scale. The boundary line on the Shostack continuum scale 
between product and service-dominated entities has caused much 
disagreement. It could be argued that such a boundary is neither 
justified nor necessary, since every product may simply be judged in 
terms of the relative proportions of physical commodity, 
commodity-transforming activity and interactional activity. That 
empirical judgement should not then be clouded and confused by 
placing the arbitrary labels 'good' or 'service' on the product. It 
is proposed, instead, to work with the concept of a product 
continuum, where products are differentiated in terms of the 
relative proportion of physical commodities, commodity-transforming 
activities and interpersonal activities offered for sale (see Figure 
1.1b).
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FIGURE 1.1a SHOSTACK MODEL DEMONSTRATING SCALE OF ELEMENTAL 
DOMINANCE
Teaching
Theatre 
A ir Travel Q
TV
Product
Dominated
Entities DominatedEntities0  Fast Food Shop 
Ta ilo red  Suit
1 1  A u to m o b ile  
House
Salt
SOURCE: Adapted from Figure 2 in Shostack G.L., 1982. How To Design 
a Service, p.52.
FIGURE 1.1b PROPOSED PRODUCT CONTINUUM
Interpersonal Activity
Commodity-Transforming
Activity
Commodity
------------------
Maximum Activity Purchased
   —
Minimum Activity Purchased
Consumer increasingly pays others to 
carry out consumption-related activities
Consumer's option of transforming 
product into consumable does not 
realistically exist
. . .  does exist
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To conclude, although the satisfaction of wants is obtained from all 
products, what differs is the way in which the consumer perceives 
different products and their different characteristics, in
particular the degree to which they incorporate commodities, 
commodity-transforming activities, and interpersonal activities. 
The characteristics in turn determine that products exhibit degrees 
of intangibility, inseparability, heterogeneity, perishability and 
non-ownership: characteristics which are usually discussed as being
unique to 'services'. Products that contain a high level of 
commodity-transforming and/or interpersonal activities, i.e. 
experiential products, exhibit simply greater (not total) 
intangibility, inseparability, heterogeneity, perishability and 
non-ownership. These features, in turn, would have an effect on the 
way the consumer perceives the product and on his decision-making 
process. These latter points are developed below.
1.1.4 Characteristics More Dominant in Experiential Products 
Intangibility:3
Intangibility means that consumers cannot taste, feel, smell, see or 
hear a product. The product cannot be offered for the consumer to 
evaluate prior to purchase and nothing tangible stands as proof of 
the purchase. What is purchased is a deed, a performance, an 
effort, and therefore, it is difficult to demonstrate, illustrate or 
display it. Only when it is purchased can it be experienced. When 
a product is experiential, that is, when it consists primarily of 
human interactive elements intangibility becomes a key 
characteristic, although the commodities used with the interpersonal 
activity also contribute towards the consumers' satisfaction. In
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the case of commodity-transforming activities, the commodity element 
of the product may be seen, touched, felt by the consumer, yet the 
consumer cannot judge the human performance element in advance nor 
predict the satisfaction that will be derived from any interaction. 
With a commodity-based product, however, the consumer can to a 
greater extent, evaluate and sample the product prior to purchase 
and anticipate the benefits derived from its purchase.
Inseparability:4
Inseparability means that a product cannot be divorced from its 
source, since the product is inherent in the producer (also the 
seller) and the producer ' (seller), creates and dispenses the 
product simultaneously. With activity-based 'experiential'
products, it is only in the course of activity and as the product is 
experienced that it is brought into existence. Simultaneous 
production and consumption means that the buyer requires the 
presence of the seller during consumption. Moreover, the consumer
is actively involved in helping to create the product by 
co-operating at the producer (seller) interface. Therefore, the 
quality of most 'experiential' products involving an activity
depends not only on the performance of the activity provider, but 
also on how the consumer reacts. Indeed, in products with a high
activity component, the consumer may become in effect the 'raw
material' upon which the activity is performed (e.g. hairdressing). 
Since the activity that takes place cannot be undertaken beforehand, 
a feature of experiential products that involve a high activity 
component is that they are time-bound: their quality of performance 
depends on the contingent co-operation of both producer and
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consumer, and production, use and evaluation occur simultaneously. 
However, the benefits obtained from all products, of whatever form, 
are not time-bound, since they may be enjoyed for a period of time 
long after the acquisition of the product. In particular, enjoyment 
of an activity (e.g. a play) or the results of an activity (e.g. a 
haircut) can last beyond the period of the activity itself (Buttle 
1984).
Heterogeneity:5
Heterogeneity means that products cannot be standardised and 
consistent quality cannot be guaranteed. This characteristic 
clearly relates to the types of product identified. With products 
which are predominantly interactive and where production is
dependent on human effort (both on the part of the producer and
consumer), the same 'output' cannot be replicated since human beings
are incapable of fully programmed performance. Each time the 
activity is performed, even with the same buyer and seller, the
exact outcome, 'experience', cannot be predicted. This
unpredictability becomes even greater with different buyers and 
sellers. For products including commodity-transforming activities, 
some degree of standardisation may be possible. This
standardisation will inhere in the commodity element of the product 
which may be pre-manufactured in a standardised form (e.g. taxis 
from one particular company may be expected to give the same model 
car, so the consumer can expect the same comfort offered by all the
cars in that taxi firm). What will vary is the way in which the
commodity element is transformed such that it is rendered consumable 
(e.g. the way that the taxi is driven).
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Perishability:6
Perishability means that products cannot be stored and so if not 
used their transactional value is lost forever. It also means that 
products cannot be produced in advance of anticipated peaks in 
demand or held in stock until required by consumers. With products 
that involve a high degree of interpersonal activity, this
characteristic is evident. Since an activity is an experienced 
performance or deed and since its inseparability links its 
production to its consumption, this experience cannot be produced
and then stored. The live interpersonal activity depends on both 
the producer (seller) and consumer being present at the same time 
and place. Similarly, commodity-transforming activities have the 
same characteristic of perishability. Therefore, managing and 
levelling demand is a problem in marketing products that include
activities, that is, in products that are 'experiential'. What must
be attempted is some uniformity or predictability in the number of 
customers present at given times, matched by the requisite number of 
activity providers. Commodities that are not linked to
interpersonal activities may of course be stored if not sold, and 
they can also be produced in advance of anticipated peaks in demand. 
Of course, commodities run the risk of long-term obsolescence or, 
like agricultural products, may have a limited life span (Foxall 
1984, Buttle 1984, Wyckham et al. 1975). However, they do have a 
finite life span and do not lose their value if not sold 
immediately. Activity products have no life span and if not sold, 
lose all their market value.
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Lack of Ownership:7
This means that when a product is purchased, the consumer merely 
purchases access to, use or hire of certain objects and does not 
purchase ownership of them. When a consumer purchases a product 
with a commodity component, he becomes legally entitled to that 
commodity and may dispose of it as he wishes or else prevent others 
from disposing of it. However, when a consumer purchases a 
commodity-transforming activity or an interpersonal activity, i.e., 
an experiential product, he is merely entitled to the experience of 
the activity as it is being rendered, and only for a limited period 
of time. The activity components of a product are therefore 
temporarily possessed by the consumer but are not owned by him. The 
consumer buys the performance of the producer (seller) but he does 
not buy the producer (seller): for example, in purchasing tickets to 
attend a theatrical performance, the consumer buys the enjoyment of 
watching the play not the legal ownership of the theatre or the 
performers. Similarly, when a consumer orders a taxi, he is merely 
purchasing access to transportation through the taxi driver's 
activity: he does not buy the taxi, or the taxi driver. Therefore,
the greater the commodity-transforming or interpersonal activity 
elements of a product, the greater the proportion of that product 
that may not be owned.
1.1.5 Principal Findings
This section looked at the goods-services debate and it was 
concluded that rather than persist in the controversy surrounding 
this issue, a definitive stance be taken. A unified generic term - 
'product'- was adopted, accepting that products differed in degrees.
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Such differences were suggested by the concept of commodity-, 
commodity-transforming activity and human interaction components of 
products. It was also recognised that if all products lie along a 
continuum in terms of their relative proportion of commodities,
commodity-transforming activities and human interactions, then some 
products will be more intangible, inseparable, heterogeneous, 
perishable and non-amenable to ownership than others. These 
features predominate the more a product is experiential, that is, 
the more it includes commodity-transforming activities and human 
interaction as substantial elements. This seems to be a more 
realistic proposition than attempting to see intangibility,
inseparability, heterogeneity, perishability and non-ownership as 
exclusive defining characteristics of a separate and bounded 
category of products called 'services’.
Having clarified the goods-services debate, a review of consumer 
behaviour models will follow in order to discover how these models 
accommodate the behaviour of buyers faced with purchases of 
experiential products.
1.2 General Consumer Behaviour Models
Consumer behaviour as a discipline has displayed a spectacular 
growth in borrowing concepts from the behavioural and quantitative 
sciences, in broadening its horizons from traditional marketing 
problems, and in generating a body of knowledge about consumers as
buyers, users and decision makers (Sheth 1984, p.5). Today, at the
heart of the consumer behaviour theory sits the model of buying 
behaviour which specifies the underlying variables involved in the
- 22 -
buying process, the nature of the relationship between them, and the 
manner in which behaviour is shaped and affected by the variables. 
The model therefore seeks to produce an integrated, meaningful frame 
of reference of buying behaviour. An analysis of consumers' buying 
behaviour allows the marketer to understand and recognise how 
consumers arrive at a purchase. This knowledge would enable him to 
structure products ' and to implement marketing strategies that would 
best meet the needs of the consumer. Such a model would highlight 
the key variables that affect and influence the decision process and
it would explain how the variables interact to produce such a
decision.
In this section, four of the most widely recognised models of the
buying process will be reviewed. These four models are the Nicosia, 
the Engel Kollat and Blackwell, the Howard Sheth buying behaviour
models, and a more recent model by Bettman. A detailed description 
of these models will not be attempted, instead a brief overview of 
each one is given to provide an understanding of the decision-making 
process discussed in each one.
At the outset, it may be noted that these models share several 
commonalities:
1. They all have the decision process as an integral part of them.
2. They provide a comprehensive model mainly of the behaviour of
the individual consumer.
3. They share the belief that behaviour is caused and hence can in
principle be explained (Bettman 1979, p.344).
4. They view buying behaviour as purposive, with the consumer as
- 23 -
an active information seeker, both of information stored 
internally and of information available in the external 
environment. Thus, the search and evaluation of information is 
a key component of the decision process (Bettman 1979, p.344).
5. They believe that consumers limit the amount of information
taken in, and move over time from general notions to more 
specific criteria and preference for alternatives (Bettman 
1979, p.344).
6. All the four models include the feedback notion, that is, 
outcomes from purchases will affect future purchases.
7. They are all general models of buyer behaviour, thereby they
all claim to accommodate buying behaviour for all types of
product purchases.
It is with particular reference to this last point that these 
consumer behaviour models are reviewed. The previous section 
discussed the notions of types of products that differ by degrees in 
terms of their relative proportion of commodities, commodity- 
transforming activities and human interactions. Consequently, 
different types of products may be perceived differently because of 
their inherent characteristics: a product with a high commodity
element would not be perceived nor 'purchased' in the same way as an 
experiential product. A summarised review of the prominent consumer 
behaviour models is therefore undertaken to assess the claim made by 
their authors that these models are applicable to buying behaviour 
for all product types.
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1.2.1 The Nicosia Model
The first model of consumer decision processes to gain wide 
recognition was proposed by Francesco Nicosia in 1966. Nicosia's
model, illustrated in Figure 1.2, is expressed in terms of a series 
of fields, each of which serves as both output from a preceding 
field and input to a succeeding one. Consumer behaviour is seen as 
a decision-making sequence allowing for the use of simulation and 
mathematical techniques to explore interrelationships in order to 
better predict decision outcomes (Kassarjian and Robertson 1973, 
p.518). The Nicosia model is made up of interrelating variables 
that have been postulated and reduced to a set of equations which
are then fed into the computer. These variables have been borrowed 
from insights in the fields of marketing, economics and the 
behavioural sciences and integrated into a structural form so as to 
create a decision process of consumer behaviour. The model is 
essentially one which explores the process of product or brand
choice and which identifies four 'fields' of activity - consumer 
attitude formation, information search and evaluation, the act of 
purchase, and finally post-consumption feedback. The feedback 
translates into two forms - first, via storage and consumption to
the experientially based memory and predispositions of the consumer 
and, second, directly to the firm (Foxall 1980, p.198). Nicosia 
represents the consumer as purposive, seeking to fulfil certain 
goals through purchasing behaviour, and going through various 
decision processes which help him to at least approximate to some 
optimum solution. He also postulates a "funnel" approach to
decision-making, that is, he places much store on the idea of the 
consumer predispositions moving from very broad intentions through
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Figure 1.2; Nicosia's Simplified Model of Consumer Behaviour
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the search and evaluation of alternative products, and culminating 
in the selection of one particular brand (Lunn 1971, p.11).
The decision-making process is postulated to pass through four 
fields:
1. Field One includes the output of an advertising message from a
business firm and postulates that the consumer recipient was
previously in no way familiar with the advertised product.
a. Subfield One: the message reaches the consumer. It is a 
function of the firm's attributes and the means that the 
firm has put into motion. What reaches Subfield One is an 
input into
b. Subfield Two: referred to as the consumer's space which is 
composed of his psychological attributes.
As this message is received and acted upon, the output may be 
the formation of an attitude toward the product which then 
serves as input into:
2. Field Two which represents a search for and evaluation of the
advertised product (Pellemans 1971, p.9). Two types of search
behaviour are defined: internal and external.
Internal search is said to be a consumer's conscious or 
unconscious retrieval of information from his psychological 
field that applies to the brand, the product or the firms that 
manufacture or sell the product.
External search is associated with overt activities that
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uncover information about the consumer's specific problem. 
These activities include self exposure, talking with family, 
friends and associates, shopping and talking with sales persons 
and seeking information concerning the product attributes 
(Fletcher 1986, p.28).
The output from this field may or may not be a motivation to 
buy the advertised brand.
3. Field Three deals with the transformation of motivation into 
purchasing action.
4. Field Four is storage or use of the purchased item, and the 
output is feedback of sales results to the business firm and 
retention of the consequences of the purchase in the buyer's 
memory (Pellemans 1971, p.12).
Nicosia postulates that the final act of purchase B, is the result
of attitude formation A, which transforms into motivation M, through 
the communication message sent by the business firm C. These four
variables are the main inputs and outputs of the four fields.
Linear equations are created based on assumptions about the
relationship of attitudes, motivation, buying levels. Nicosia uses
equations to derive some conclusions about varying the levels of 
motivation, attitude or communications. However, a purely linear 
relationship between the variables is assumed and such an assumption 
is not empirically grounded. Therefore, Nicosia's attempt at a 
mathematical solution to buying behaviour founders (Tuck 1976,
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p.24).
Nicosia's attempt has to be recognised as heroic in that he 
attempted to bring together a multitude of variables and incorporate
them into a decision-making process. His model has nonetheless
attracted strong criticism (Ehrenberg 1968, p.334). Tuck considers 
his attempt as too ambitious and premature (Tuck 1976, p.24). She 
adds:
"He tended to take broad psychological over-generalisations as
given, so that he could enter everything into his flow chart.
There is little or no concern with the operationalisation of the 
variables listed in the flow chart...There is little or no 
specification of the nature of the relationship between 
variables. What knowledge we have suggests that the simplifying 
assumptions of a linear relationship is a falsification." (Tuck 
1976, p.25).
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1.2.2 The Enqel-Kollat-Blackwell (EKB) Model
In 1968, Engel, Kollat and Blackwell developed their own decision­
making process model of consumer behaviour which was once again
concerned with brand choice, and so offered a 'general' theory of
demand. As with the Nicosia model, buying behaviour is seen to 
involve several inputs which result in actions (outputs) by the 
consumer. However, whilst Nicosia saw attitude, motivation and
experience as the key variables, the EKB model takes a broader view, 
and identifies the major input variables as perception, value and 
attributes, personality and past experience. The model has been 
subject to three major revisions since the 1968 version was first 
presented and the latest model bears only a scant resemblance to its 
1968 version, reflecting the dramatic growth in knowledge since that 
time (Engel and Blackwell 1982, p. vi). The changes brought about 
in the later revisions are concerned for the most part with offering 
more precise definitions, with greater formalisation of variables 
and their hypothesised linkages, and with adapting the model to 
facilitate field tests. Consequently, the fundamentals of the 1968 
model has remained intact. An illustration of the model is 
presented in Figure 1.3.
The model has the decision process as its main skeletal backbone and 
converging upon and influencing the decision process are input
variables and external influences. The information input, which
consists of messages from mass, personal, general, and marketer 
dominated sources, acts upon the buyer's perceptual processes 
including message exposure, attention and reception. Information
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Figure 1.3: Engel, Kollat and Blackwell's Model of Buyer Behaviour
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which is processed passes through the filters of memory, information 
and experience, to initiate the decision process at the problem 
recognition stage. This proceeds via search, alternative evaluation 
and choice to an output which may result in satisfaction and/or 
dissonance. Environmental factors such as cultural notions and 
values, reference groups and the family, and expectations act on the 
motivating influences and constraints of motives, personality, life 
style and normative compliance and these, in turn, affect the 
consumer's evaluative criteria (values), beliefs, attitudes and 
intentions. These factors influence the decision process at various 
stages: values and beliefs and attitudes affect the search process
whilst intentions affect the process of choice. There is also a 
system of feedback influences, mainly from outcomes to either the 
information and experience filter or back to the search process 
which precedes the original stimulus (Foxall 1980, p.199).
The model moves from making assumptions about the consumer on a 
macro level (cultural norm, reference groups, social class) to a 
more individual and micro level (the consumers' beliefs, attitudes, 
intentions). However, the interrelationship is maintained by 
demonstrating how the general variables are seen to affect the more 
individual variables.
One of the major changes in the EKB model is the increasing emphasis 
on consumer decision purchases falling into the two categories of 
high/low involvement.
1. High involvement purchases are those which have a greater deal
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of relevance and pertinance to the individual (Engel and
Blackwell 1982, p.299). Such purchases are characterised by 
extended problem solving.
Problem r e c o g n i t i o n s e a r c h — ►alternative evaluation— ►choice•> 
'— ►outcomes.
2. Low involvement purchases involve products that have only
modest relevance and importance in life itself (Engel and 
Blackwell 1982, p.439). Here, problem solving is a less
complex process and evaluation occurs after purchase of a 
brand. Problem recognition - choice - alternative evaluation - 
outcomes.
Lunn has summarised some of the distinctive features of the EKB
model as follows :
1. Like Nicosia, EKB portray an ongoing series of processes
whereby products are sought and evaluated in terms of the 
consumer's goals, and where future purchases can be influenced 
by previous experiences.
2. They discuss the interaction of past experience and stored
information with general predispositions such as personality 
variables. This interaction leads to the formulation of values 
and attitudes which consist of concepts, beliefs, habits and
motives associated with an object. All these variables are
contained within a central control unit. This unit produces
response sets which play a key monitoring role throughout the
- 3 3 -
decision process.
3. A distinction is made between the system itself, which consists 
essentially of a series of predispositions and the arousal of 
the system on a specific occasion. Arousal can be triggered 
off both by internal states (e.g. feeling hungry) or by 
external factors, such as advertising messages or points of 
sale displays.
4. Even when the system is active, the individual does not 
necessarily perceive all the stimuli to which he is exposed. 
He will filter out information which is relevant to his current 
motives and which is consistent with his stored knowledge and 
expectations. Moreover, even where information is allowed into 
the system, it may be structured and distorted to make it 
consistent with existing predispositions.
5. The model contains a series of processes which do not terminate 
with the purchase act but which may follow the act of purchase. 
For instance, perceived doubt about the wisdom of the action 
can trigger a search for information and justify the decision 
(1971, p.11-12).
The EKB model was constructed primarily with a didactic purpose so 
that the authors concede that no explicit attempt was made to 
specify quantifiable functional relationships. Even throughout the 
evolution of the successive models the main purpose of the authors 
was to provide a structure for teaching and learning rather than a
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testable model of consumer problem solving, admitting that they have 
borrowed from the behavioural sciences in order to formulate a 
consumer's buying behaviour.
The EKB model, despite what Tuck refers to as its lack of 
specificity, that is, it is not specified in any operational detail 
(1976, p.26-27), remains one of the main comprehensive models on 
buyer behaviour.
1.2.3 The Howard-Sheth Model
One year after the first EKB model of consumer behaviour appeared in 
1968, an alternative interpretation was put forward by Howard and 
Sheth. The Howard-Sheth theory of buyer behaviour continues to be 
regarded by many as producing the most satisfactory explanation of 
consumer decision processes yet available (Mason 1984, p.29). Lunn 
considers this model as "by far the most thorough, comprehensive and 
well articulated (model)....published to date" (1971 p.12). He 
finds a richer specification of variables and their 
interrelationships, with a deeper and more detailed integration of 
theoretical positions from several behavioural sciences.
The Howard-Sheth model consists of four parts. An illustration of 
the model is provided in Figure 1.4. There are the input variables 
(stimulus), the output variables (response), the hypothetical 
constructs (concerned with perception and learning), and a set of 
exogenous variables (importance of purchase, personality traits, 
financial status, time pressure, culture, reference groups). The 
hypothetical constructs, which act as intervening variables, connect
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the input and output variables within the model.
The input variables which cause the stimulus in the consumer
comprise social factors (family, reference groups and social class 
are designated) and the marketing mix variables : quality, price, 
distinctiveness, service and availability. The marketing stimuli 
are stated first as significant stimuli (i.e. direct influences 
stemming from the product itself) and second, as symbolic stimuli 
(indirect influences which impinge on the individual via the media,
salesmen etc.). A stimulus from the input variables could trigger
the consumer's attention towards a brand. The output variables deal 
with the consumer's purchase of the brand and they are therefore
concerned with the culmination of the decision process. The output 
variables include:
Attention^ : a buyer's response indicating the magnitude of his
information intake.
Brand Comprehensionz : a verbal statement about brand knowledge in 
a product class.
Attitudez : a verbal evaluation of the potential of a brand to
satisfy motives.
Intentionz : a verbally stated expectation that the consumer will
buy the most preferred brand the next time action is 
necessitated.
Purchase: the overt act of buying (Engel et al. 1973, p.39).
Adequate allowance is made for feedback from the consumer's post 
purchase evaluation and degree of satisfaction experienced to brand 
comprehension which indirectly affects consumers' attitudes (Foxall 
1980, p.199).
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The hypothetical constructs and their intervening variables have 
been explained by borrowings from the behavioural sciences. They 
are divided into two segments - Learning Constructs and Perceptual 
Constructs - which interact to predict and produce the consumer's 
act of purchase. The Learning Constructs, which serve the function 
of concept formation, include the following variables:
Motives: these are the buyer goals impinging upon a buying
situation.
Brand Comprehension: knowledge of the existence and the
characteristics of those brands which are included in 
the buyer's set of alternatives (called the 'evoked 
set').
Choice Criteria: an ordered set of motives relevant to the product 
class under consideration.
Attitude: relative preferences of brands in the evoked set which
are rated along the choice criteria.
Intention: a forecast regarding when, where, and how the buyer
will act toward a brand in view of external 
(exogenous) inhibiting factors such as high price, 
lack of availability, social influences etc.
Confidence: degree of certainty perceived towards a brand.
Satisfaction: degree of congruence between actual and expected
purchase consequences (Engel et al. 1973, p.39).
The Perceptual Constructs serve the function of information- 
processing and they include the following variables:
Attention: opening and closing of sensory receptors which control
the information intake. This is the first method of
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control used by the buyer to satisfy his information 
requirements.
Stimulus Ambiguity: perceived uncertainty regarding the stimulus 
display. This is the opposite of confidence.
Perceptual Bias: a distortion by the buyer of the information that
is received. This affects the quality or meaning of
the information the buyer receives.
Overt Search: this refers to the process by which the buyer actively 
searches for information (Engel et al. 1973, p.39).
The extent to which a stimulus succeeds in attracting attention can 
be attributed partially to the function of stimulus ambiguity. 
Ambiguity, in turn, may trigger overt search for further 
information. Once information is attended to, it is then subject to 
perceptual bias which is brought about by the intervention of such 
factors as attitudes and motives stored in memory. The input of 
information can have the effect of changing the present status of 
motives and choice criteria (and hence attitude), brand 
comprehension, purchase intention and actual purchase. Whether or 
not a given alternative is bought is a function of comprehension of 
brand attitudes, strength of attitude toward the brand, confidence 
in the purchase, and intention (which is affected by the influence
of the exogenous constraints). Confidence in turn, is reinforced by
brand comprehension which becomes strengthened if the individual is 
satisfied with a buying choice (Engel et al. 1973, p.39).
The Howard-Sheth model shows how decision-making can be classified
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into three phases depending on the information needs of the buyer.
1. Extensive Problem Solving: occurs when the buyer is confronted 
by an unfamiliar brand in an unfamiliar product class.
2. Limited Problem Solving: occurs when the buyer is confronted
with a new unfamiliar brand within a known product class.
3. Routinised Response Behaviour: deals with a brand familiar to 
the buyer and where there is little need for information about 
the brand.
The Howard-Sheth model has been put forth as an empirical as well as 
a theoretical model for buyer behaviour. However, those who have 
attempted to apply the model found it to be empirically weak 
(Ehrenberg 1972, p.218). Ehrenberg refers to it as a "model without 
facts" (1972, p.218) and Tuck's criticism of it is that "the theory 
produced is untestable and nonspecific" (Tuck 1976, p.27).
1.2.4 The Bettman Model
The Bettman model, introduced in 1979, is a recent attempt at 
producing an integrated model of consumer behaviour. The approach 
taken to understand buyer behaviour is through viewing the choice 
process from an information processing perspective. It is for its 
very emphasis on the consumer as a processor of information that the 
model has been included in this research. A diagram of the model is 
presented in Figure 1.5. The perspective taken of the consumer as a 
seeker, processor and selector of information is paramount in the
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Bettman model. The emphasis of the model is on the processes 
underlying decision-making. The consumer is depicted as having 
goals, taking in information, actively processing and interpreting 
that information, and selecting alternatives. After the choice has 
been made and the alternative chosen has been consumed, the outcomes 
experienced provide information back to the consumer.
The structure of the model consists of processing capacity, 
motivation, attention and perception, information acquisition and 
evaluation, use of memory, decision rules and processes, and 
consumption and learning. In addition, mechanisms for continually 
examining the environment (a scanner) and interrupting current 
behaviour if necessary, and means for interpreting and handling 
conflict are also included. Fletcher has suggested breaking down 
the model into two sub-modules: 1) the basic hierarchy, and 2) 
intermediate processes (1986, p.39).
There is no starting and ending point within the model since the 
choice process is regarded as continuous.
The basic hierarchy consists of five main sections: motivation and 
goal hierarchy, attention, information acquisition and evaluation, 
decision process, and consumption and learning. Intermediate 
processes affect and constrain the basic hierarchy and consist of 
processing capacity, perceptual encoding, memory and external 
search, and scanner and interrupt mechanisms. The scanner mechanism 
monitors the environment for the purpose of noting conditions that 
require changes in current actions or beliefs. When a scanner
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threshold is reached, an interrupt mechanism is triggered and new
responses are generated. These mechanisms are postulated as
affecting virtually the entire decision process hierarchy (Fletcher 
1986, p.40).
Processing capacity is a means of limiting the information
processing stream by the consumer, either consciously or
automatically by learned rules so that simplifying choice heuristics 
are applied.
Motivation and Goal Hierarchy:
The motivational and goal hierarchy serve to control the movement of 
an individual from some critical state towards some goal (Fletcher 
1986, p.39). In the course of carrying out the steps of the goal 
hierarchy, events may occur which lead to interruption of progress 
and changes in goals. Consumers next attend to and perceive those 
aspects of the environment relevant to attaining current goals in 
the goal hierarchy. The information attended to and perceived can 
have a great impact on choice.
Attention:
Two basic types of attention are identified.
1. Voluntary Attention refers to the conscious allocation of 
processing effort to activities related to current goals and 
plans.
2. Involuntary Attention is when the consumer is distracted by an 
external event. In such cases, scanning and interrupting 
mechanisms are introduced to deal with the events and
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conditions thereby leading to interruption of the current 
processing.
The interrupts may lead to changed goals and redirected attention. 
Conflict and learning about the environment are two major sources of 
interrupts. Learning about the environment may also occur with 
little conscious allocation of attention.
Perceptual encoding refers to the process by which the consumer,
having attended to some stimulus, interprets that stimulus. The
results of the perceptual interpretation of stimuli will often 
influence the subsequent direction of attention.
Information acquisition and evaluation:
Information search may be needed to attain specific goals in the 
goal hierarchy. Information may be internal, that is, retrieved 
from memory, or it can be external, that is, search for further 
information is undertaken if that in memory is not sufficient.
Information is in many cases actively evaluated by consumers. The
particular information found may lead to interrupts and changes in 
goals.
Decision processes:
Decision processes are seen as going on all the time, focusing on 
the comparison of alternatives. The consumer uses various 
heuristics, depending upon both individual differences and choice 
task properties. Consumers may also include various methods for 
carrying out choice heuristics, depending upon the choice situation
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and their degree of knowledge. This process is similar to 
Howard-Sheth's concept of extensive problem solving, limited problem 
solving and routinised response behaviour. After a purchase is made 
and the alternative chosen has been consumed, the outcomes 
experienced can serve as a source of information to the consumer, 
thus affecting the structure of the hierarchy.
Thus, to summarise Bettman's model, a goal hierarchy is seen as 
guiding the process, with interruptions for conflicting stimuli, 
unexpected events etc. Therefore, the process is goal-oriented and 
the consumer is regarded as purposive and actively participating in 
the process. The hierarchy may be continually constructed, 
expanded, simplified, or modified as the process progresses. 
Attention is guided by these goals (subject to interrupts), and by 
perceptions. Memory retrieval is crucial in interpreting
perception, guiding and interpreting the results of external 
search. Finally, decisions are continually being made at various 
points in the process. The process is therefore, not strictly 
sequential, but a continual branching and looping. The purpose of 
the Bettman model is to provide a focused presentation of 
information processing issues. Bettman concedes that unlike the 
other three major models reviewed, his model does not cover broader 
issues concerned with consumer behaviour (e.g. culture, social 
class, life style etc.), but instead focuses in greater detail upon 
the information processing issue.
Nonetheless, like the other three models the Bettman model presents 
the buyer behaviour as a process with the consumer as a purposive
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active information seeker. The model also employs the feedback loop 
where the outcomes experienced from consumption of the product are 
seen to affect future choices.
Fletcher considers the model as having little significance other 
than being a framework for an information processing approach to 
consumer behaviour (1986, p.40). He points out that this model has
gained less attention than its predecessors and suffers from the
same faults as all the other models reviewed in that it too is
general, often cannot be operationalised, and is best used as a
stimulus for ideas and a guide to research (Fletcher 1986, p.74).
1.2.5 Identification of the Decision-Making Process in the Major 
Consumer Behaviour Models 
The foregoing review of the major consumer behaviour models 
indicates that the significant point made by all of them is that the
purchase act is not regarded as an isolated, terminal event. On the
contrary, a consumer's product purchase involves a decision-making 
process which culminates in purchase and evolves by influencing
future purchases. Although all the models, to a greater or lesser 
extent, elaborate on the influences which affect the decision-making 
process, this study will only concentrate on the sequential 
decision-making process per se proposed by the major models
vis-à-vis different product purchases. The study will specifically 
emphasise products of an experiential nature.
The Consumer Decision-Making Process
In purchasing behaviour models, the consumer is viewed as purposive,
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responding to needs and wants by undertaking behaviour aimed at 
attaining specific goals. The general models of consumer behaviour 
therefore recognise that in order to attain these goals the consumer 
passes through the five decision-making stages of:
problem recognition --- » information search  ► evaluation of
alternatives —— ► purchase decision —- » post purchase behaviour.
Such a view of decision-making as a process goes back to 1910 when 
John Dewey (1910) was one of the first people to consider the stages 
of decision-making describing them as:
1. A felt difficulty
2. Location and definition of difficulty
3. Suggestion of possible solution
4. Consequences are considered through reasoning
5. A solution is accepted (Markin 1974, p.491).
The major models reviewed have structured their decision-making
sequences more or less similarly to the Dewey sequence, that is:
1. The Nicosia model views the decision-making process as 
comprising:
Attitude —  > search/evaluation — » purchase ► consumption/
storage
2. The EKB model's decision-making process includes:
Problem -— » search — — ^alternative -— ^choice --- » outcomes
recognition evaluation
3. Howard-Sheth's model regards the decision-making process as:
Attention— ►brand — ► attitude— » intention — ►purchase
comprehension
4. The Bettman model of decision-making sees the process as:
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Motivation/ ---►  attention --- ► information  ► decision
goal hierarchy acquisition processes
and evaluation
•—— ► consumption and 
learning
All the above models have information search as the key to arriving 
at the purchase of a product. However, the EKB, the Howard-Sheth 
and the Bettman model all differentiate between degrees of 
information search undertaken by the consumer.
The EKB model distinguishes between high and low involvement 
decision processes :
1. High Involvement: this is characterised by extended problem
solving behaviour and occurs when the act of purchase or
consumption is seen by the decision maker as having high
personal importance or relevance (Engel and Blackwell 1982,
p.24). Since there is extended problem solving, there is
active search and use of information. The decision process
characterised by a high involvement purchase is depicted as:
problem «— ► information alternative — ►choice — ►outcome
recognition search evaluation
A variation of the high involvement decision process is termed
'routine decision-making based on high involvement'. This is when
past satisfaction with a product purchase induces repeat purchase,
thereby affecting the decision process and making it simpler. This
time, problem recognition is followed by an internal search which
reveals a well-formed purchase intention (Engel and Blackwell 1982,
p.33).
problem —— ►  intention — — ►  choice   ►  satisfaction
recognition
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2. Low Involvement: low involvement purchases are not as important 
to the consumer and no motivated search for information occurs 
since the costs of such activities are likely to outweigh the 
benefits. Rather, internal search will suffice (Engel and 
Blackwell 1982, p.34). Evaluation of the product occurs after 
purchase.
problem ---►  choice —  ► alternative — ■ ■ ► outcome
recognition evaluation
Howard-Sheth also offer a trilogy of decision processes:
1. Extensive Problem Solving: attitude towards the brand is low
and since the buyer may not have a well-defined product class 
concept for the brand, he embarks upon active information- 
seeking. However, the buyer's reasoning and deliberation will
be high and he will consider many brands and not be influenced 
too strongly by the commercial environment, including 
interpersonal sources in his search. Immediate purchase 
reaction is not likely to occur under extensive problem 
solving.
2. Limited Problem Solving: attitude towards the brand is moderate 
and brand ambiguity exists so that the consumer seeks 
additional information, but not to the extent that he seeks it 
in extensive problem solving. Information is sought not so as 
to evaluate and comprehend each brand but rather to compare and 
discriminate various brands. The buyer's deliberation or 
thinking will be much less than in extensive problem solving.
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3. Routinised Response Behaviour: here the buyer will have a high 
level of attitude towards brands in his evoked set. No brand
ambiguity exists and discrimination of brands will be strong
enough to allow for preference. No information seeking will be
undertaken and any additional information that the buyer 
passively receives will be subject to selective perceptual
processes so that only congruent information is perceived. The
buyer will have a greater preference towards one brand in his 
evoked set and lesser towards others.
Howard-Sheth associate low-cost grocery and retail purchases with a 
routinised response behaviour decision-making process. More 
expensive purchases are associated with either extensive or limited 
problem solving decision-making.
Bettman's whole model is based on an information processing 
perspective. The model views the consumer as using different search 
patterns and searching for different amounts of information in 
different choice situations. Information search can be both from 
memory (internal search), or from outside sources (external search). 
Bettman also distinguishes between complexity and simplicity of the 
purchase, pointing out that complex decision-making (also associated 
with a greater financial outlay and infrequent purchase) may involve 
greater information search, although simplifying heuristics may be 
applied. Other purchase situations (usually associated with greater 
frequency of purchase and less financial commitment) suffice an 
internal search procedure.
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All the decision processes reviewed emphasise the relationship 
between importance of product purchased (in terms of financial 
outlay and personal importance) and extent of information search. 
To use examples from the authors themselves, purchases like 
automobiles and washing machines would involve a great deal of
external information source, whilst grocery and everyday retail 
purchases like coffee, shampoo, mayonnaise, would activate little 
external search since they are repetitive or mundane purchases.
The models, in as far as they are general models of consumer 
behaviour accommodate a decision-making process for expensive, 
infrequent purchases (usually associated with a complex decision­
making process) as well as inexpensive, frequent purchases (usually
associated with a simple decision-making process). They also claim
to cover purchases of all types of products yet time and again, the 
emphasis is on the purchase of products with a high commodity
component.
Nicosia refers to the consumer's "physical possession" of the 
product (1966, p.185). The EKB model concentrates on the purchase 
of an automobile as an example of a high involvement purchase and 
uses supermarket purchases as examples of low involvement purchases. 
In both cases, the product constitutes a high commodity component.
The Howard-Sheth model is concerned with brand purchases where the 
authors define a brand as "a first order abstraction of objects that 
are either identical or very similar" (1969, p.33). Such 
standardisation of the product implies a commodity product with
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examples given throughout the book of purchases like cars, coffee, 
cereals, cigarettes.
Bettman uses examples of products such as washing machine,
mayonnaise, sauce mix and college education to clarify concepts in 
his buying behaviour model. Although the Bettman model does include 
an example of a commodity-transforming activity product, the college 
education purchase, the decision process for such a purchase is said 
to involve an information search and the decision process pursued is 
similar to that of a commodity-based product.
Furthermore, what all of these models suggest is that where there is 
a greater need for information (because the product to be purchased 
is an important and/or high-cost item), this need for information is 
satisfied through cognitive information search. Conversely, where 
there is little cognitive information search, this is seen as 
reflecting little need for information per se. The problem here, 
however, is the implication that information on which purchase
decisions may be made can only be acquired through formal 
information search processes which are independent of the purchase/ 
consumption process itself: the consumer searches out and sifts
"pure" information and then decides. This ignores the possibility 
that information about a product may, equally, be obtained from the 
purchase/consumption experience, as well as abstract, non- 
experiential information. By focusing upon information search (i.e. 
seeking and sifting abstract information), the models overlook the 
potential importance of information acquisition (i.e. gaining
information from experience).
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It was stated earlier on in the chapter that different types of 
products exist which differ in degrees depending on their inherent 
nature. As products move further away from including high commodity 
elements, and as they begin to incorporate human interaction and 
exhibit characteristics of intangibility, inseparability, 
heterogeneity, perishability and non-ownership, so the way the 
consumer perceives the purchases will also necessarily change due to 
the inherent nature of the product purchased. This will, perforce, 
have an effect on the decision-making process.
1.2.6 Experiential Product Characteristics Affecting Consumer's 
Perception of Product 
Intangibility Affecting the Consumer's Perception of Product:
If the consumer were to purchase a ticket for an evening's 
theatrical performance, the activity cannot be made tangible for the 
consumer to evaluate it prior to purchase. No sampling, or even 
partial sampling, of the activity can occur before purchase and 
nothing tangible can be bought as proof of the purchase: what is 
purchased is a deed, a performance, an effort. The experiential 
nature of the activity makes it difficult to demonstrate, illustrate 
or display. Only when it is purchased can it be experienced. When 
a product contains a relatively high proportion of human interactive 
benefits, there is also a degree of intangibility even though 
commodities used in the interpersonal activity provide a degree of 
tangibility also. For instance, the building where a theatrical 
performance takes place, and the seats in the building may not be 
the essential reason affecting purchase, yet if they were not 
satisfactory, the consumer's enjoyment would be marred. As Levitt
- 53 -
(1981, p.100) has observed, consumers do not notice something 
missing until they have to do without it. Even in commodity- 
transforming activities where the product incorporates both 
commodity aspects as well as human application to the commodity, 
intangibility is present. A taxi service may be considered as an 
example of a product based on a commodity, the car, yet through 
human application, the driver's activity, the product is transformed 
to provide transport for the customer. The taxi driver provides the 
car and offers to transport the customer rather than have the 
customer drive the car himself or even walk. The customer purchases 
the taxi driver's efforts, yet these efforts depend heavily on the 
commodity, the car. Without the car the effort cannot be created 
and without the driver the car cannot perform the function. Equal 
participation needs to take place and the consumer's satisfaction is 
dependent on two contributions within the offering: the car and the 
driver. In this case, part of the product may be seen, touched, 
felt by the consumer and some evaluation may be made of the 
appearance of the car and the taxi driver. Yet the consumer cannot 
judge the taxi driver's friendliness, his driving, nor the 
reliability of his car. So intangibility is still present. The 
consumer may anticipate the quality of experience, basing his 
judgements on what aspects of the product he can see, for example 
the condition of the car, the appearance of the taxi driver etc., 
but in doing so relies on surrogates surrounding the activity to 
assess what he is likely to purchase. Nonetheless, if satisfaction 
is to be attained by the consumer, the product offered has to be 
consistent. The car may be very new, clean and fast, yet if the 
taxi driver is unfriendly the consumer's satisfaction will be
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affected. Similarly, if the taxi driver is friendly and kind but 
his car keeps breaking down and is not reliable, the consumer's 
dissatisfaction will begin to show.
With a commodity the consumer need only depend upon one dimension of 
his purchase and that is the commodity itself. He then relies on 
his own ability to provide self-satisfaction, he is not dependent on 
other human interactions. For example, when he purchases a tangible 
commodity like a pen, after having evaluated, sampled and chosen the 
commodity, he does possess proof of his purchase. What is purchased 
is a physical item, not a deed, a performance or an effort. The 
final benefits derived from the purchase may be that the consumer 
uses the pen to write and therefore he engages in an effort, but the 
effort involves himself alone. The benefits derived from the pen do 
not have to rely on another form of human interaction.
As the product exhibits greater intangibility, that is, as the 
product becomes experiential, involving greater human interactive 
activities the purchase becomes more difficult to evaluate. So the 
evaluation of a human interactive, experiential product will not be 
as easy as the evaluation of a product which includes a predominant 
commodity element. Intangibility of the product will therefore have 
significant implications on the buyer's purchasing behaviour.
The more 'intangible' components a product contains, the less 
susceptible that product is to any kind of sampling prior to 
purchase. For those products, the proof of the pudding, so to 
speak, is very much in the eating. For the consumer, then, the only
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alternative to abstract information about what a product such as 
this might be like is experiential information derived from actual 
full consumption of the product. Thus, in the absence of such 
abstract information or the consumer's inability and/or 
unwillingness to seek it out, the consumer has to consume in order 
to find out. If that seems too risky to the consumer, then he will 
have to find a way of consuming in a less risky manner - by trying 
those things which are closest to his existing experience.
Inseparability Affecting the Consumer's Perception of Product: 
Inseparability occurs when the product cannot be separated from the 
source and when production is usually inherent in the producer (who 
could also be the seller). Where the product is experiential since 
it involves commodity-transforming or human interactive components, 
production is inseparable from the producer. For instance, in 
products which depend largely on the human interactive aspect for 
their performance, for example in a theatrical play, it is the 
actors who create and dispense the product simultaneously. In 
products like taxis where the commodity is transformed through human 
application into an activity, the rendering of the activity, that 
is, transport, is inseparable from both the commodity (the car) and 
the activity (i.e. the interpersonal contact between taxi driver and 
consumer). With commodities that are manufactured and sold without 
any significant human activity component, for example a pen, the 
préfabrication process occurs beforehand and what is sold is an 
integrated complete product that does not need further adjustments 
to it, a product whose production is separated in time from its 
purchase. In the case of products with a high activity component.
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it is upon experience of the activity that the product is produced 
and shaped into existence. When an activity is part of a product
offering, it would involve the assembling and delivery of a mixture 
of physical facilities and mental and/or physical labour. The 
simultaneity in production and consumption of a product means that 
the buyer is dependent on the seller during consumption and use of 
the purchased product to derive satisfaction. The consumer also is 
actively involved in helping to create the product by co-operating 
at the producer interface. The quality of most products involving 
an activity depends not only on the performance of the service 
provider, but also on how well the consumer performs. In 
experiential products, the consumer may become the 'raw material' 
upon which the activity is performed.
For instance, a haircut cannot be performed without the consumer 
offering his hair to be worked upon. The consumer performs a part 
in the production process by acting as an input to production.
Since the activity that takes place cannot be produced beforehand, a 
feature of experiential activity products is that they are time 
bound: their quality of performance depends on the co-operative mood
of both producer and consumer. Commodities, for example, a pen, are 
produced, purchased, used and evaluated in that order but with 
products involving activities, production, use and evaluation occurs 
simultaneously with consumption and it often requires and/or is the 
result of consumer participation. Purchase of all products may 
occur prior to or after consumption for both commodity and activity 
products: for example, mail ordering and theatre ticket purchases
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prior to consumption, paying by instalment for commodities after 
their purchase, and paying for a meal after its consumption.
Although there exists simultaneity in production and consumption of 
activity products and that distinguishes them from commodity 
products where this simultaneity does not exist, the benefits 
obtained from aJJL products may be enjoyed for a period of time long 
after the acquisition of the product. For example, the benefits of 
a haircut, the benefits of buying a pen, the benefits of a 
theatrical play, the benefits of a car repair etc. may be enjoyed 
long after the actual purchase and consumption of these products.
Moreover, activity based products cannot be experienced prior to 
purchase nor can they be partially sampled (a consumer cannot have 
half a haircut). Altogether, the consumer's perception of activity 
products will vary from his perception of a commodity product. 
Inseparability as a characteristic of activity products will 
therefore influence the buying behaviour of consumers embarking upon 
an activity-based purchase.
The more products exhibit 'inseparability', the less likely it is 
that they can be sampled prior to purchase. Partial experiential 
consumption cannot provide a true evaluation of the product which 
can only be viewed in the light of its total consumption. Risk 
cannot be reduced, either through experiential or partial 
consumption. To find out about the product, the consumer has to 
find a way of consuming in a less risky manner by trying out 
products that are familiar to him.
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Heterogeneity Affecting the Consumer's Perception of Product: 
Heterogeneity means that products cannot be standardised in output, 
making it difficult to produce the same quality of service each 
time. This characteristic is dependent upon what type of product is 
being purchased. With products which are predominantly of a human 
interactive nature, production would be dependent on human effort 
(both on the part of the producer and the consumer). The same output 
cannot be replicated since human beings are incapable of mechanised 
performance. Each time the same activity is performed, even with 
the same buyer and seller, the exact results cannot be created. A 
theatrical performance may be roughly the same each time it is acted 
out but detailed exactitude cannot be maintained. Also, consumers' 
participation in the activity cannot be expected to be similar for 
different consumers.
When a product, however, includes a commodity-transforming activity, 
some degree of standardisation may be guaranteed. This 
standardisation is attributed to the commodity aspect of the product 
which has been pre-manufactured in a standardised form. For 
example, taxis from one particular company may be expected to offer 
the same model car, so that the consumer can expect the same comfort 
offered by all the cars in that taxi firm. What will vary in output 
is the activity aspect of the product. The consumer cannot 
guarantee an identical interpersonal experience with different taxi 
drivers in the same make cars. Nor can the consumer ensure that his 
participation with different taxi drivers will be identical. As 
products move more towards a commodity offering and include less of 
an interpersonal activity, greater standardisation can be
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maintained. A commodity, like a pen, is mass-produced in a factory 
thus ensuring a standardised commodity. The point-of-sale purchase 
of a pen may involve an interpersonal activity which cannot be 
standardised yet it does not detract from the benefits obtained from 
the product. The benefits experienced stem from the commodity
itself and the point-of-purchase situation does not contribute to 
the experiencing of this benefit.
Experiential products include a greater problem of inconsistency in 
quality than commodity products, thus affecting the buyer's 
perception of these products. This in turn would affect the buyer's 
decision-making process when confronted with an activity purchase.
Actual experience of a heterogeneous product becomes a poor 
predictor of future quality - unlike* homogeneous or standardised 
products. Therefore, experiential products with 'commodity- 
transforming activity' and/or 'interpersonal activity' components 
are those whose actual experience by the consumer is a poor guide to 
their future quality. Therefore, they are endemically risky 
purchases: they are risky no matter how many previous purchases have
been made.
Perishability Affecting the Consumer's Perception of Product: 
Perishability means that products cannot be stored and so if not 
used their transactional value is lost forever. It also means that 
products cannot be produced in advance of anticipated peaks in 
demand or held in stock until required by consumers. With products 
that involve an interpersonal activity, this quality can be
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demonstrated. Since an activity involves an experiential
performance or deed and since its inseparability makes its
production linked to its consumption, this experience cannot be 
produced and then stored since once produced, it would have forcibly 
undergone consumption as well. For example, a theatrical 
performance has to be performed 'live' for the consumer for the 
interpersonal consumption cannot take place otherwise. It might be 
argued that the performance can be taped and the consumer can watch 
it whenever he may wish later on. However, the product does not 
become an interpersonal activity but it becomes a commodity product 
liable to standardisation. The live interpersonal activity depends 
on both the producer's presence as well as the consumer's presence 
at the same time and place. Otherwise the time bound experiential 
nature of the activity becomes transformed. Even with commodity- 
transforming activities, the perishability characteristic exists in 
much the same way. A taxi driver and his car have only a limited, 
inherent capacity and capability to produce the product. The taxi 
driver may have the capability for transporting consumers but his 
capacity can only extend to a certain number of people he can take
with him per journey. He would not be able to transport too many
people per journey at times of peak demand, not only due to limited 
capacity but also because of the risk of dropping his standard of 
performance: he might not be able to offer the normal one-to-one
standard of quality or else he may transport some clients at the 
expense of having other clients wait and be delayed. Yet at times 
of low demand, the product would lie idle and no business is 
generated. Managing and levelling demand is a problem for products
that incorporate activities since storage of unused human capacity
- 61 -
is not possible. However, commodities that are not linked to 
interpersonal activities, if not sold may be stored, and they can 
also be produced in advance of anticipated peaks (and troughs) in 
demand. A pen, for instance, that is not sold today does not lose 
its intrinsic value and it is instead offered for sale again and 
again with a lesser risk of it losing its value. If a large demand 
for these pens was to arise, then their production would be stepped 
up, and likewise, if there happened to be no demand for them, their 
production would be halted. Commodity products do not suffer from 
immediate perishability like activity products do. Of course,
commodities too run the risk of obsolescence or like agricultural 
products, they may have a limited life span. However, even 
agricultural products do not lose their value if not sold 
immediately, for they have a certain length of time, that is two or. 
three days. Activity products have no life span and if not sold, 
lose all their market value, e.g. theatre seats not sold today 
cannot be resold tomorrow.
Owing to the experiential nature of activities which enforces 
production and consumption to occur simultaneously, the buying 
behaviour with regards to activities cannot be expected to be 
similar to that of products that have a predominant commodity 
element.
Perishability is more of a problem for the producer than the 
consumer, hence it is not going to alter, decisively, the purchase 
decision process except that the consumer cannot buy such a product 
now (on, say, favourable terms) and save it for later. One cannot.
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for example, purchase an off-peak rail ticket and then use it during 
peak times.
Lack of Ownership Affecting the Consumer's Perception of Product:
This means that when an experiential product is purchased, the 
consumer merely purchases access, use, or hire of the product but he 
does not purchase ownership of it. When a consumer purchases a 
commodity product like a pen, he becomes legally entitled to that 
commodity and so, may dispose of it as he may wish, or else he may 
prevent others from disposing of it. Whilst when a consumer
purchases an experiential product, he does not become entitled to 
dispose of the activity as he may so wish, he is entitled to the use 
and enjoyment of the experience as it is being rendered, but only 
for a limited period of time. An experiential product may be 
temporarily possessed by the consumer upon purchase, but it cannot 
be owned by him. In both interpersonal activities and in commodity- 
transforming activities, the consumer may buy the functions of the 
producer but he does not own the producer. For example, in
purchasing tickets to attend a theatrical performance, the consumer
buys the enjoyment of watching the play not the legal ownership of
the theatre or the performers. Similarly, when a consumer orders a 
taxi, he is merely purchasing access to transportation through the 
taxi driver's activity. Unlike products that incorporate a large 
proportion of commodity elements, in experiential products the 
consumer does not purchase the product so that finally no tangible 
object stands as proof for the purchase. Such a feature will 
necessarily affect the buyer's decision-making process when 
confronted with an activity purchase.
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In the case of a product being non-amenable to ownership, the 
consumer is aware of the transient nature of the consumption. This 
limitation implies a higher risk for the consumer who has only 
temporary entitlement of the purchase since he is aware that he has 
to derive satisfaction from the product whilst he is temporarily 
exposed to it.
1.3 Conclusions
The aim of this chapter was to examine how consumer behaviour models 
accommodate decision-making processes with regards to 'services'. 
An initial examination of the literature on 'goods' and 'services' 
was undertaken and revealed that the dichotomy between 'goods' and
'services' as discrete entities is a false and unsustainable one. 
In contrast, the notion of a product continuum was advanced, with 
products differing in degrees to which they incorporate commodities, 
commodity-transforming activities and human interactions. Across 
this continuum of products, products differ in terms of degree. It
was shown how as products incorporate greater activity components,
so they began to exhibit characteristics such as intangibility,
inseparability, heterogeneity, perishability and non-ownership. 
Such characteristics, in turn, were shown to affect the way the 
consumer perceived the purchase.
Consumer behaviour models have however, generally overlooked the 
relationship between type of product and its effect on the 
consumer's decision-making process. Instead, they concentrate to a 
large extent, on product purchases that incorporate a high commodity 
component and imply that their general models of consumer behaviour
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are appropriate to explaining buyer behaviour with regards to all 
product purchases.
In contrast, it has been argued here that the characteristic of 
intangibility, inseparability, heterogeneity, and, to a lesser 
extent, perishability and non-ownership, which inhere in 
experiential products, may decisively alter the character of the 
purchasing decision process. Examining whether and to what extent 
this is the case - in the context of a specific 'high activity', 
experiential product purchase (foreign holiday tourism) - is the 
purpose of the study reported in subsequent chapters of this thesis.
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CHAPTER 2 
BUYER BEHAVIOUR IN HOLIDAY TOURISM
2.1 Introduction
In the preceding chapter, an examination of the literature on 
'goods' and 'services' led to the conclusion that a unified generic 
concept of 'product' should be adopted. A distinction was made, 
however, between products on the extent to which they embodied
commodities, commodity-transforming activity or interpersonal 
activity. It was further demonstrated that as products incorporated 
a greater element of human application, and became experiential in 
nature, they also tended to exhibit more markedly characteristics of 
intangibility, inseparability, heterogeneity, perishability and non­
ownership. The presence of such characteristics in products was
shown to have an effect on the buying behaviour of consumers. From
a review of the major consumer behaviour models, it was concluded
that these models, although claiming applicability to all buyer 
behaviour, concentrated largely on buyer behaviour vis-à-vis 
commodity products. This chapter examines one particular
experiential product and reviews the existing literature on the 
buyer's behaviour in relation to such a product. The product to be 
examined is a holiday tourism purchase.
2.1.1 Identifying the Tourism Concept
The concept of tourism as defined by Burkart and Medlik includes 
"the temporary, short-term movement of people to destinations 
outside the places where they normally live and work and their 
activities during the stay at these destinations" (Burkart and 
Medlik 1982, p.319). From this definition, some important features
- I l ­
ot tourism need to be emphasised. These include:
1. Travel to a location away from a person's usual place of 
residence or work place.
2. Staying there although only for a temporary period.
3. Carrying out a number of activities which are not solely to do 
with leisure.
Therefore, although Burkart and Medlik acknowledge that much of 
tourism is a leisure activity which involves a discretionary use of 
time and money with the main purpose for participation being the 
desire for recreation, tourism embraces a wider concept. This wider 
concept is encapsulated in Figure 2.1 which represents a 
classification laid out by the World Tourism Organisation (WTO) to 
distinguish between types of travellers.
Tourists are therefore visitors who spend at least one night in the 
country visited and whose purpose of visit may include any of the 
following: holiday, business, health, study, meeting/mission/
congress, visiting friends and relatives, religion, sports, others. 
It is evident that various motives for travel may be included and 
grouped under the tourism concept. For purposes of this study 
however, one facet of tourism is dealt with: holiday tourism. By 
examining this particular branch of tourism, the recreation aspect 
associated with holiday tourism is emphasised. Burkart and Medlik 
define recreation as "a use of time or an activity which has as its 
main purpose to refresh, entertain or provide a similar experience; 
recreation may be the main reason for participation in tourism and
t r a v e l l e r s
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Source: WTO. Methodological Supplement to World Trade Statistics, 1978
la) Visitors who spend at least one night in the country visited. (6) Foreign air or ship crews docked or in lay over and who used the 
accommodation establishments of the country visited, (c) Visitors who do not spend at least one night in the country visited although they 
might visit the country during one day or more and return to their ship or train to sleep. (</) Normally included in excursionists. Separate 
classification of these visitors is nevertheless preferable, (e) Visitors who come and leave the same day. ( /  ) Crews who are not residents of 
the country visited and who stay in the country for the day. (g) When they travel from their country of origin to the duty station and vice 
versa, (h) Who do not leave the transit area of the airport or the port in certain countries, transit may involve a stay of one day or more. In this 
case they should be included in the visitor statistics, (r) Mam purposes of visit as defined by the Rome Conference (1963).
Figure 2.1: Classification of Travellers by the World Tourism 
Organisation (WTO, Madrid)
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tourism may represent a particular form of recreation" (Burkart and 
Medlik 1982, p.319). Therefore, holiday tourism involves the 
pursuit of a pleasurable experience through travel. (A glossary of 
selected tourism terms are to be found in Appendix 2A). Within 
tourism, a distinction is also drawn between domestic (internal) and 
international (foreign) tourism.
Domestic tourism is when people travel outside their normal domicile 
to other areas within the same country. International tourism is 
when people travel to a country other than that in which they 
normally live (Burkart and Medlik 1982, p.43). The distinction is 
important for this particular study since the emphasis here is on 
international holiday tourism rather than domestic holiday tourism. 
Throughout the thesis therefore, the discussion of a tourism 
purchase will be within the context of international holiday 
tourism.
2.1.2 The Tourism Product
As far as the holiday tourist is concerned "the product covers the 
complete experience from the time he leaves home to the time he 
returns to it" (Middleton 1979, p.38). The nature of a tourism 
product is such that it involves the purchase of several products - 
attractions, accessibility, amenities - whose overall use and 
consumption contributes to the whole tourism experience (Medlik and 
Middleton, 1973). Figure 2.2 illustrates the components of a 
tourism product. In isolation, the various elements that constitute 
the tourism product are of limited value to the tourist: it is in 
their combination that they create their satisfactory value. When a
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ATTRACTIONS ACCESSIBILITY
NATURAL: CLIMATE, SCENIC AIRPORTS + AIR TRANSPORT 
SEAPORTS + SEA TRANSPORT 
RAILROADS + RAIL TRANSPORT 
ROAD NETWORKS
MAN-MADE: HISTORICAL MONUMENTS, 
ZOOS, SAFARI PARKS, 
RESERVATION SITES, 
AMUSEMENT PARKS
CULTURAL: ART GALLERIES,MUSEUMS, 
TRADE FAIRS
SOCIAL: FESTIVALS, FAIRS, 
CARNIVALS AMENITIES
ACCOMMODATION: HOTELS, RENTED FLATS
HOSTELS, CAMPING SITES, 
BED & BREAKFAST ETC
SPORTS EVENTS: 
WIMBLEDON, 
HENLEY, 
OLYMPICS
CATERING: RESTAURANTS, SELF-SERVICE, CAFES
INTERNAL TRANSPORT LINKS + INFRASTRUCTURE e.g. 
ROAD NETWORK, ELECTRICITY + WATER SUPPLIES, 
TELECOMMUNICATIONS, HOSPITALS, BANKS, FOOD 
STORES, GARAGES, ETC.
ENTERTAINMENT: SHOPPING FACILITIES, 
THEATRES, CASINOS, 
NIGHTCLUBS.
Figure 2.2: The Tourism Product
Source: Adapted from Holloway 1983, pp. 9-11
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consumer purchases a tourism product, he has the option of
minimising or maximising the interpersonal activity that is offered 
with the purchase of the product.
Attractions:
Attractions may be man-made, natural, cultural or social. Natural 
attractions may include climatic, scenic or historical attributes of 
a destination. Man-made attractions include buildings of historical 
or architectural interest, theme parks, holiday camps. Social and 
cultural attractions include special festivals, exhibitions or
events which might be attractions in themselves or they could 
enhance a destination's appeal. The tourist has the option of 
discovering experiential pleasures for himself by visiting these 
areas without paying for an interpersonal activity to render the 
product consumable. Otherwise, he may appreciate a destination's 
attractions by consuming commodity-transforming activities, e.g., by 
following a guided tour of an historic monument, a scenic area or a 
safari park whereby the tourist is dependent on the guide's ability 
to contribute to his satisfaction. Other attractions depend 
entirely on human activity to render them consumable for the 
tourist, e.g. sports events, carnivals.
Accessibility:
This refers to the availability of transport and communication to 
enable tourists to reach a destination and to travel within the 
destination. Transport is essentially a commodity-transforming 
activity where commodities, like aircraft, ships, trains, buses are
used to 'transform' (or change) the location of the consumer.
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Simultaneously, human interaction is sold with the offering as an 
indispensable benefit which is provided as part of the total 
transport-providing product. For instance, airline travel is 
purchased together with the inflight service. With some 
commodities, like automobiles, the consumer transforms his own 
location and minimises the human interaction by driving to the 
destination in his own car.
Amenities:
This includes the basic infrastructure which any tourist destination 
needs to provide for its tourists. Amenities include accommodation, 
catering, local transport and entertainment. The degree of human 
interaction in the purchase of amenity products can vary. The 
tourist may minimise human interaction in his purchase of amenities 
by opting, for example, for a hostel or rented flat, buying and 
cooking his own food, travelling either on foot or by public 
transport and generally minimising an interactive entertainment. In 
this case, the consumer does not have to depend on purchased 
interactive participation for his enjoyment of the product. What he 
obtains through a market transaction is a commodity with minimal 
augmentation through human performance. Alternatively, as is 
usually the case, the tourist depends upon interactive participation 
for his enjoyment. For instance, at hotels, in restaurants, in 
shops, at theatres, nightclubs etc. These amenities are based upon 
a core of tangible commodities which are augmented by human 
performance, e.g., a hotel room augmented by interpersonal 
participation of staff with guests; a restaurant meal augmented by a 
waiter's performance and activity.
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The tourist is sold the core offering on the grounds that the
associated human interaction is also a source of pleasure
(regardless of whether in practice it is or not).
2.1.3 Holiday Tourism as an Experiential, Interactive Purchase 
A holiday tourist has the option of purchasing products which 
minimise the interpersonal activity. The consumer can buy basic 
components of the tourism product and through his own application 
create the experience of a holiday. For example, the tourist may go 
camping, cook his own meals, use a motorcycle/car to travel and 
appreciate the climatic, scenic and cultural attractions of a 
country without the aid of a guide. The purchased human interactive 
activity is reduced to a minimum and the tourist will therefore 
'purchase the destination' largely in the form of commodities like 
lodging, food, petrol etc., through the consumption of which he 
obtains satisfaction of the travel experience.
On the other hand, the tourist may opt for a holiday experience 
where there is a relatively high level of interaction with others. 
The tourist may stay in rented accommodation for instance, but will 
eat out at restaurants and frequent social and cultural attractions 
using the public transport. Here, the tourist purchases, through 
choice, commodity-transforming activities that he could otherwise 
have carried out himself. That is, he could have bought his food
and cooked it himself instead of eating out.
A tourist may also travel and enjoy a holiday experience by 
maximising the purchase of interpersonal activities, e.g., staying
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at an hotel, eating out in restaurants, using taxis to travel about, 
going out to theatres and on guided tours etc. This tourist has 
chosen to pay for products where satisfaction relies on the
commodity-transforming and interpersonal activities of others.
The tourism product therefore is an amalgam of varying proportions 
of commodities, commodity-transforming activities, and interpersonal 
activities. Holiday tourists, in principle, possess the option of 
minimising human interaction when they purchase 'tourism' yet, in 
practice, few tourists choose to do so. This is because holiday 
destinations are marketed as products which are only available 
through the purchase of commodity-transforming and interpersonal 
activities. The option of purchasing tourism as a simple assemblage 
of commodities is being eradicated. Hence tourism has evolved into 
a predominantly activity based product and tourists have come to 
perceive it as being necessarily so.
2.1.4 The Tourism Product and Characteristics Associated with 
Experiential Products 
From the start of his journey to his return home, the holiday
tourist will make use of the attractions, amenities and
accessibility to and at the tourist destination. When a consumer 
purchases a tourism product, he is consuming a product that may 
range from commodities, commodity-transforming activities to
interpersonal activities. The overall effect of this consumption 
results in satisfaction (or dissatisfaction) derived from the 
experience at the holiday destination. However, since tourism has 
evolved into a predominantly activity-based purchase involving a
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relative high proportion of interaction, the tourism product 
increasingly tends to have the characteristics of intangibility, 
inseparability, heterogeneity, perishability and lack of ownership.
Intangibility and the Tourism Product:1
When a tourist buys a holiday to any destination he is buying the 
expectations of an enjoyable experience. It is this experience 
which the consumer intends to achieve that makes the tourism product 
intangible since an experience cannot be tangibilised prior, or even 
subsequent, to its consumption. Yet, the product has to be 
purchased before it can be consumed so that the consumer buys it 
without prior sampling. The holiday destination itself cannot be 
made tangible for inspection, and since the benefits derived from 
the tourism product are essentially experiential, the consumer 
purchases the promise of a desirable experience. Unlike tangible 
commodity purchases where the commodity itself can stand as proof of 
purchase, the 'holiday destination' cannot be retained as proof of
purchase, only memories of an experience at a destination will
remain. Through consumption of aspects of the tourism product via
accessibility, amenities or attractions provided by the holiday 
destination, the consumer has the option of maximising or minimising 
the human interactive elements embodied in the product purchase. 
However, the significant point associated with the holiday purchase 
is that regardless how the consumer chooses to consume a tourism 
product, the overall purchase remains experiential and therefore, in 
essence, intangible. The final satisfaction (or dissatisfaction) 
derived from the purchase is experiential for which the consumer 
cannot provide tangible evidence. The tourism product cannot b e „
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evaluated or even partially sampled prior to purchase. The
-'sampling' is the experiential purchase.
Inseparability and the Tourism Product:2
From the moment the tourist embarks on the holiday experience, that 
is from the time he leaves his home, until the end of the journey, 
which is when he returns to his home, the production and
simultaneous consumption and evaluation of the product is taking 
place. The consumer's experience is shaped as he participates in
aspects of the tourism product. Whether the tourist is experiencing 
the product through his consumption of attractions, amenities or 
accessibility at the destination, human contact cannot be avoided. 
This active participation cannot be produced beforehand but occurs 
simultaneously with production of the experience and thus remains 
time bound. The resultant experience depends on the active
participation of both the producer and the tourist, the latter 
acting as the crucial input to the production of the experience.
Without the tourist's presence, the experience cannot be formulated 
and so his physical presence is necessary to produce and shape the 
product into existence. Although the commodities that make up the
product - the airline seat, the hotel room, the restaurants, the
shops - exist regardless of whether the consumer purchases a tourism 
product or not, their conversion into an experiential product of 
value to the tourist cannot and does not take place until the
tourist begins to consume the product. Without both producer and 
consumer participation, the commodities exist in an incomplete state 
for they do not provide any satisfaction to the tourist. As various 
products which make up the tourism product are acquired and
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consumed, the experience of their use contributes to the total 
holiday experience: their purchase and consumption produces the
travel experience. The tourist may initially purchase access to and 
accommodation at the holiday destination. Once at the destination 
though, the consumer engages in activities inherent in the tourism 
product (e.g. attend cultural/social attractions, go shopping, visit 
theatres/nightclubs etc.) and the benefits resulting from these 
purchases contribute to the satisfaction of the experience. These 
purchases may include use or consumption of a commodity, commodity- 
transforming activity or interpersonal activity. Whatever the 
nature of the purchase, what is significant is that these purchases 
create the holiday experience and they occur as the tourist is 
experiencing the holiday product. Although production of this 
experience remains time bound, the benefits obtained from purchases 
made on holiday may last long after the tourist returns from his 
holiday destination regardless of the type of product purchased. 
The essential element of the purchase is its experiential nature and 
this aspect contributes to the product's inseparability.
Heterogeneity and the Tourism Product:3
In tourism, the product is mainly reliant on human performance to 
provide the tourist with a memorable experience. This is regardless 
of whether the performance is acquired through a market transaction 
or not. Human performance, be it an interpersonal activity or one 
which involves the consumer himself, cannot be replicated at 
different moments in time so that when a consumer purchases a 
holiday trip to a destination, even if he was to indulge in the same 
activities and frequent the same places, a standardised experience
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cannot emerge. For instance, the commodity character of an airline 
seat means the consumer may expect a standardised product each time 
he embarks on an aeroplane. However, he cannot expect a uniform 
inflight service nor a similar flight experience each time he 
travels: the aircraft may depart/arrive late, the inflight service 
may be of an inferior quality, the other passengers too noisy etc. 
Although the commodity aspect of the product is consistent, the 
human involvement in the rendering of the product cannot be 
consistent. The product is judged as a whole entity by the tourist 
and satisfaction can only be obtained in the pleasurable experience 
derived from both the commodity and the human activity elements in a 
product. Since tourism is perceived as a pleasurable interactive 
experience, heterogeneity in the product occurs frequently. For 
example, at an hotel, the tourist-staff interface will be subject to 
heterogeneity; the tourist's frequenting of restaurants will be 
subject to heterogeneity and his participation in the entertainment 
facilities at a destination (shopping, theatre, nightclub, casino) 
will result in a heterogeneous experience. If the tourist was to 
minimise this human interaction, he would still not be able to 
recapture identical experiences since experiences are time bound and 
of a human nature so that they are not bound to standardisation.
Perishability and the Tourism Product:4
With a tourism product, the components making up the product are 
provided on a fixed scale: for example, hotels offer a specific
number of rooms, aircraft provide a fixed number of seats. So 
regardless of the demand for these facilities, only a limited 
capacity is available for purchase. Unlike other commodities whose
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production can be regulated with demand, tourism commodities cannot 
be regulated, for once produced, they exist at their fixed rate. 
Being a highly seasonal product, this creates problems for managing 
supply and demand in tourism, and perishability becomes a problem 
with both interactive and commodity products in tourism. Since 
elements of the tourism product can be acquired and used by both the 
local population and tourists, at times of peak demand, places like 
restaurants, theatres, shops may experience a saturation point. At 
times of low demand, the facilities provided within a tourism 
product become under-used. The accommodation and transport
industry, which are geared towards tourism, suffer and all unused 
hotel rooms and aircraft seats become lost business. The situation 
is reversed at times of peak demand when customers have to be turned 
down or overbooking occurs: the quality of the tourism product can 
threaten to drop when saturation point is reached. Consumption of 
the tourism product occurs simultaneously with production. This 
means that the product cannot be produced in advance and stored in 
anticipation of demand. In its semi-consumed state the product may 
be produced in advance, that is, the tourist destination may provide 
amenities, attractions and accessibility at the destination. Yet, 
the finished product, i.e., the benefits of the travel experience, 
cannot be realised without the consumer's participation. The 
commodity base of the product, once produced, cannot be easily 
regulated to meet supply and demand. The tourism product faces the 
problem of perishability acutely since it is a seasonal product 
involving capital intensive venture.
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Lack of Ownership and the Tourism Product:
With a tourism purchase, the consumer has the option of purchasing 
different types of products. If the holiday is to a short haul or 
medium haul destination, the consumer may effect his own travel or 
pay others to take him there. With a long haul destination, the 
consumer may have to travel by air or ship. Once at the 
destination, the consumer again has an option over his choice of 
accommodation, his food and drink, and his entertainment. He may 
opt to minimise paid commodity-transforming activity and human 
interaction. That is, he may stay at a camp site/hostel, buy his 
own food and cook it, attend open air festivals etc. However, since 
human interaction is being marketed and sold as an intégral part of 
the tourism product the consumer's option for a 'do-it-yourself 
holiday is largely removed. Regardless of the bought product though, 
when the tourist purchases a tourism product, he does not acquire 
ownership of the product (Schmoll 1977, p.20) but he becomes 
entitled to the use and enjoyment of the product. Thus, the 
consumer does not come to own the airline seat or aircraft, the 
hotel room, the rented flat etc. Instead, he buys the facility to 
use the commodity for a limited period of time. Once the time 
period over which he has purchased use of the product expires, he 
does not retain the purchase but has to hand it over. During his 
use of a commodity-transforming activity, the consumer is also 
entitled to forms of human interaction that accompany the commodity,
e.g. room service at a hotel when the consumer purchases a night's 
use of the hotel room. With the purchase of the use of an airline 
seat, the consumer enjoys the inflight service which accompanies the 
purchase of the seat. Of course, the consumer may purchase
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commodities when on holiday at the destination and he may retain
these, e.g. shopping items, souvenirs etc. However, these 
commodities are not part of the holiday purchase per se. They are
products which the consumer has been able to purchase only through 
the purchase of his holiday. These products help to tangibilise the 
tourist's experience of his destination purchase and they serve as
proof of his departure on holiday.
2.1.5 Principal Findings
The tourism product is made up of several sub-products that together 
provide the tourist with an overall experience of the holiday 
destination. Tourism may be regarded as a product with a high 
proportion of commodity-transforming and interpersonal activities. 
Although at the destination the consumer may consume commodities, 
the overall product is highly experiential in nature. As McIntosh 
has pointed out, the tourism purchase is "a composite of activities, 
services and industries that deliver a travel experience" (1986, 
p.4). A holiday destination can therefore be regarded as a product 
that is relatively high on intangibility, inseparability, 
heterogeneity, perishability and non-ownership. As a result, the 
consumer's decision-making process with regards to a holiday 
destination product might be expected to vary from that involving a 
predominantly commodity product. Attention is now shifted to 
consumer behaviour models which examine the decision-making process 
regarding holiday purchases to discover the extent to which these 
models accommodate the experiential nature of the holiday tourism 
purchase.
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2.2 Buyer Behaviour for Holiday Tourism
The 1980s has seen an upsurge in the number of academic text books 
dealing with the subject of tourism marketing. The growth and 
popularity of this topic has meant that authors discussing the 
marketing of tourism products have had to review consumer behaviour, 
which lies at the heart of marketing theory and practice, in the 
light of a tourism purchase. More specifically, the models put 
forth attempt to explain the consumer's buying behaviour vis-à-vis a 
holiday destination purchase. This section will review the existing 
models and examine the extent to which they attempt to accommodate a 
holiday purchase within their decision process.
2.2.1 Models of Decision-Making Processes in Holiday Tourism 
Wahab et al. (1976) are amongst the pioneers in discussing consumer
behaviour in relation to a tourism purchase. They identify the
consumer as purposive and conceptualise his buying behaviour in
terms of the five-stage decision process advanced by the general
theories of consumer behaviour reviewed in Chapter 1. These stages 
include:
problem — ► information— ^evaluation — ^decision — » satisfaction/
recognition search of alternatives dissatisfaction
Wahab et al. do not question the applicability of the general
consumer behaviour models to a product such as a destination
purchase even though they acknowledge that such a purchase is
different from commodity purchases because of its experiential
quality.
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Instead, they point out that being an experiential, high expenditure 
purchase, an elaborate pre-planning of the purchase would be 
undertaken during which time the consumer actively searches for 
information regarding the purchase, evaluating the possible 
alternatives before arriving at a choice. The decision-making 
process advanced in the consumer behaviour models already reviewed 
is therefore considered adequate in explaining the buyer's decision 
process with regards to a holiday purchase.
A year later, Schmoll (1977) proposed a model of the travel decision 
process which he had formulated based on the Howard-Sheth and 
Nicosia models of consumer behaviour. Schmoll points out that the 
model he has put forth cannot be quantified nor does it serve a 
predictive purpose although he sees it standing as a descriptive 
model of the travel decision process. The Schmoll model is 
presented in Figure 2.3.
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Figure 2.3: Schmoll1 s Model of The Travel Decision Process
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The decision process stands as a central backbone upon which various 
variables exert influences which affect the final decision. The 
decision process is seen as a four stage sequence involving:
Travel --- ► information «--- » assessment/  ►  decision
desires search comparison of
travel alternatives
Four fields exert an influence on this decision process shaping and
affecting it. These four fields include:
Field 1 - Travel stimuli: they comprise of the external stimuli
reaching the prospective consumer in the form of 
advertisement messages, travel publications, suggestions 
and recommendations from friends and relatives and from 
travel intermediaries.
Field 2 - Personal and social determinants of travel behaviour: 
these include personal characteristics, socio-economic 
factors, attitudes and values which together determine 
the consumer's goals. These goals are associated with 
the travel needs and desires, the satisfaction expected 
from travel, and the objective and subjective risks 
thought to be connected with travel.
Field 3 - External variables: these variables include the
traveller's confidence in the travel intermediary, images 
the consumer possesses of the destination, previous 
experience, cost and time constraints - all of which the 
consumer has to take into account when deciding on the
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destination purchase.
Field 4 - Characteristics and features of service destination:
these consist of characteristics related to the
destination, i.e. attractions and amenities available at 
the destination, type of information available on the 
destination, costs of purchasing a particular 
destination. These variables have a bearing on the 
decision process and its outcome.
The travel decision process which Schmoll proposes has been borrowed 
directly from the consumer behaviour models already mentioned with 
no attempts to modify the process to fit the particular purchase 
under consideration. Nonetheless, Schmoll recognises that a tourism 
product is a high risk purchase which involves an intangible product 
that cannot be sampled prior to purchase and whose experiential 
consumption is simultaneous with purchase. Added to this is the 
acknowledged fact that a tourism product involves high expenditure. 
Despite these observations about the product which will necessarily 
have an effect on the buyer's decision process, no attempt is made
to modify the model of the decision process. Instead, what is
offered is a replica of the cognitive decision-making process found 
in the major consumer behaviour models already reviewed.
Mayo and Jarvis (1981) also view consumers of a tourism purchase as 
problem solvers whose decision process may range from one which is 
highly routine to one which involves complex decision-making. This
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they propose through their decision-making continuum illustrated in 
Figure 2.4 below.
Figure 2.4: The Decision-Making Continuum as Seen by Mayo and Jarvis
ROUTINE EXTENSIVE
DECISION DECISION
MAKING MAKING
HIGH PERCEIVED KNOWLEDGE ABOUT LOW
ALTERNATIVES AVAILABLE
LOW PERCEIVED NEED FOR HIGH
INFORMATION
SHORT LENGTH OF TIME TO REACH LONGER
DECISION
.Source: Mayo and Jarvis 1981, p.17
Their continuum echoes both the Howard-Sheth trilogy of decision 
processes, i.e. extensive problem solving, limited problem solving 
and routinised response behaviour, and the EKB dichotomy between 
high involvement and low involvement. In line with the basic 
concepts of the Howard-Sheth and EKB decision-making processes Mayo 
and Jarvis show that the distinction within the travel destination 
continuum will have an effect on the amount of information search 
undertaken by the consumer.
Routine decision-making occurs when the individual makes his choice 
based on an inventory of knowledge and attitudes that already exist 
in his mind and so will not seek any additional information.
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Extensive decision-making, on the other hand, will occur when the
consumer feels that he has an insufficient store of information to
support his decision. Under such circumstances, the consumer will 
spend time and effort seeking information and evaluating 
alternatives.
Mayo and Jarvis regard a destination purchase to involve mostly an 
extended decision process. Like the cognitive models of buyer 
behaviour, Mayo and Jarvis view the consumer as an active 
information seeker, both of information stored internally and of 
information available in the external environment. Search and 
evaluation of information is seen as a key component of the decision 
process with the consumer moving from general notions to more 
specific criteria and preferences for alternatives.
The five step decision-making process proposed by them includes:
Problem/need 
recognition
search for ----*  evaluation of alternative/
information final decision
product/service
consumption
post-purchase
feelings
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Emulating the structure of the general consumer behaviour models put
forth by Howard-Sheth and EKB, Mayo and Jarvis demonstrate how the
decision-making process is influenced by internal and social 
factors. Figure 2.5 illustrates the major influences on an
individual's travel behaviour as seen by Mayo and Jarvis.
ROLE AND FAMILY 
INFLUENCES
ATTITUDES
SOCIAL
CLASS
PERCEPTIONREFERENCE
GROUPS TRAVEL
DECISION
MAKER
MOTIVES
LEARNINGPERSONALITY
CULTURE & 
SUBCULTURE
Figure 2.5: Major Influences on Individual Travel Behaviour
(Mayo and Jarvis 1981, p.20)
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The internal psychological factors influencing travel behaviour are 
identified as:
Perception: this is seen as a process by which the individual
selects, organises and interprets information to create 
a meaningful picture of the world.
Learning: this refers to changes in an individual's behaviour
based on his experiences.
Personality: refers to the patterns of behaviour displayed by an 
individual, and to the mutual structures that relate
experience and behaviour in an orderly way.
Motives: these are seen as the internal energising forces that
direct a person's behaviour towards the achievement of 
personal goals.
Attitudes: they consist of knowledge and positive or negative
feelings about an object, an event or another person.
These internal forces are considered to be affected by external 
forces, i.e. social influences, which in turn affect the
individual's travel behaviour. These include role and family
influences, reference groups, social class and cultures and
subcultures.
From the start, Mayo and Jarvis establish that "travel behaviour is
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a special form of consumption behaviour" (1981, p.4), and throughout 
their discussion they note that the product involves an intangible, 
heterogeneous purchase where the emphasis of the product lies in its 
experiential consumption. Despite these observations, they fail to 
appreciate that given the nature of such a product, it could affect 
the consumer's decision-making process. Subsequently this would 
call for a modification in the basic decision-making process as 
advocated by the cognitive consumer behaviour models (such as those 
put forth by Nicosia, Howard-Sheth and EKB) which Mayo and Jarvis 
more or less adopt and support.
Thus, despite repeated observations that the tourism purchase is 
different from a commodity purchase, Mayo and Jarvis nonetheless 
apply a decision-making process which has been applied primarily to 
commodity-based products ignoring the possibility that consumers may 
perceive commodity-based products differently from activity-based 
products. No significance is attached to the possibility that this 
difference in perception might affect the decision-making process 
for consumers faced with an activity-based, experiential product 
purchase.
An integrated model of holiday tourist behaviour has been recently
proposed by Moutinho (1987). The author acknowledges the influence
of the Howard-Sheth, the Nicosia, and the EKB cognitive models of 
buyer behaviour and offers a model in the form of a flow chart
divided into three parts with each part composed of fields and 
subfields which are linked by concepts related to the tourist's
behavioural process. The model is illustrated in Figure 2.6.
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Figure 2.6: Moutinho*s Model of the Vacation Tourist Behaviour 
(1987, p . 40)
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The three main parts of the model include:
Predecision and Decision Process 
Post Purchase Evaluation 
Future Decision-Making
Part I Predecision and Decision Process : this part is concerned 
with the flow of events from the tourist stimuli to the 
purchase decision. The three fields involved are 
Preference Structure, Decision, and Purchase.
Field 1: Preference Structure includes internalised environmental
influences like cultural norms and values, family and 
reference groups, financial status and social class. 
These broad determinants included in the preference 
structure are seen to influence the tourist product 
evaluation. There are also individual determinants of 
preference structure which comprise of concepts like 
personality, life style, perceived role set, learning and 
motives. The preference structure are seen to influence 
the intention to purchase together with other inhibiting 
factors such as confidence, caution, anxiety and 
indecisiveness towards the purchase.
Fields 2 and 3 which include the decision and purchase fields 
respectively are influenced by subfields which include stimulus 
filtration, attention and learning process, and choice criteria.
Stimulus filtration involves the consumer's selection and distortion
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of information. This subfield relates to the consumer's search for 
information both from external sources and from his existing 
internal store of information.
Within the subfield Attention and Learning Process, the magnitude of 
information taken in by the individual at a specific time is 
included under attention. Learning comprises of knowledge and 
beliefs which enable the consumer to comprehend the tourist product.
Choice criteria as a subfield refers to the consumer's evaluation of 
destinations in his evoked set.
Field 2: Decision results in an intention towards the buying act.
The tourist's decision may be based on perceived images, 
on information obtained through the media, on previous 
experience, on social interaction or on information 
obtained from friends and relatives.
Field 3: Purchase refers to the outcome from the preceding fields
which can lead to the act of buying a holiday 
destination.
Part II Post-Purchase Evaluation: this part is concerned with the
feedback resulting from the purchase which is considered 
to have a significant impact upon the decision-maker's 
attitude set and/or subsequent behaviour. Post purchase 
evaluation can add to the tourist's store of experience 
and also serves as a basis for adjusting his future
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purchase behaviour.
Field 4: The satisfaction/dissatisfaction resulting from the
purchase evaluation is therefore seen to affect future 
decision-making.
Part III Future Decision-Making: this part is related to the study
of the subsequent behaviour of the tourist and the
probabilities of repeat purchase.
Field 5: Repeat buy probabilities: the resulting repeat purchase
may include a straight repurchase situation, a repurchase 
in different time parameters, or a modified repurchase 
behaviour where the tourist changes to a new destination 
product.
Moulding his model along the lines of the major cognitive consumer 
behaviour models, Moutinho regards the decision to purchase a
destination not as an act but as a process which is affected by the 
tourist's motives and intentions as well as the stimuli that turn 
the intention into a choice, for a particular destination. The 
decision process itself includes:
tourism need— ►information gathering  ►decision ► travel
and deliberation preparation
Moutinho's model views the consumer as a problem solver striving 
towards a goal and arriving at his purchase through an active 
information search process, evaluating information so as to reach a
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specific choice. Thus, Moutinho's model presupposes a consumer who 
passes from .
problem  ►information— ►evaluation o f — ►choice— ►post choice
recognition search alternative processes
choices
Moutinho has borrowed extensively from both the general models of 
consumer behaviour (the Nicosia, Howard-Sheth and EKB model) as well 
as from Mayo and Jarvis' explanations of travel behaviour. Not 
surprisingly therefore, the Moutinho model replicates already 
existing models of buyer behaviour. No attempts are made to modify 
the model in order to accommodate for the different type of product 
purchased. This is despite Moutinho's observation that a product 
such as a holiday purchase is a highly experiential purchase which 
cannot be sampled prior to purchase thereby increasing the 
consumer's perception of risk associated with the product. For 
Moutinho, perceived risk is part of the calculation whereby 
consumers choose between different tourism destination products. 
Whilst this may be true, it ignores the real possibility that the 
purchase of tourism destinations sui generis may be risky. Risk 
reduction, then is not simply a matter of choosing less risky 
destinations but of adopting less risky purchase behaviour. 
Moutinho therefore implies that a buyer behaviour model applicable 
to commodity purchases will also be applicable to experiential 
purchases that include a high proportion of human interaction.
Mathieson and Wall (1982) also suggest a five stage process for the 
consumer's decision-making with regards to a holiday destination
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purchase. Their five stage process includes:
felt need/ ---►  information collection  ►  travel decision — ►
travel and evaluation (choice of product)
desire
—►  travel preparations ----►  travel
and travel experience satisfaction/evaluation
Felt Need: A desire for travel is felt and reasons for and
against meeting that desire are weighed.
Information Collection
and Evaluation: Information is collected through consultation
of travel intermediaries, brochures, exposure to 
advertisements, talking to friends and relatives. 
Information is evaluated against economic and 
time constraints.
Travel Decision: At this stage, a destination, mode of »
transport, type of accommodation is selected.
Travel Preparations
and Travel Experience: Bookings are made, funds are organised,
travel accessories are prepared and the holiday 
begins.
Travel Satisfaction/
Evaluation: Since the product is experiential, it is during
and following the purchase that the experience is 
evaluated. Results of these evaluations are seen
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to influence subsequent travel decisions.
The decision process is influenced by four major interrelating 
factors. These are the tourist profile, travel awareness,
destination resources and characteristics, and trip features. A 
full picture of the model is shown in Figure 2.7.
Figure 2.7: Mathieson and Wall’s Model of the Tourist Decision- 
Making Process
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Tourist Profile includes socio-economic behavioural characteristics 
which affect the prospective tourist's decision. Behavioural 
characteristics include motivation, attitudes, needs and values. 
Travel Awareness is created by the availability of information which
- 109 -
may be obtained both from formal (magazines, brochures, 
advertisements, travel intermediaries) or from informal (friends, 
relatives) sources.
Trip Features and Destination Resources and Characteristics
constitute the information upon which the destination purchase, the 
activities and the mode of travel will be based.
Mathieson and Wall recognise that since a holiday destination 
product lends itself to greater intangibility, inseparability,
heterogeneity and perishability, then this will affect the 
consumer's decision-making process. They point out that consumption 
and evaluation of the product occur simultaneously. Yet, apart from
this modification in the decision-making process, the rest of the
model remains a faithful replica of the general consumer behaviour 
models already reviewed. The consumer is considered purposive, 
seeking information actively in order to arrive at a decision, 
whilst all the time behavioural and external factors influence and 
shape the decision process. The rigid sequence of 'comprehensive 
information search, then choice, then consumption' is taken for 
granted.
Other buyer behaviour models of tourism that have been offered by
various writers (Holloway and Plant 1988, Gitelson and Crompton
1984) also reproduce a decision-making process which resembles, to a
greater or lesser extent, the five-stage problem solving cognitive
process commended by the consumer behaviour models reviewed in 
Chapter 1.
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Oppendijk Van Veen and Verhallen (1986) propose a consumer's 
decision-making process for the tourism purchase which is modelled 
from the decision process advanced by the general models of consumer 
behaviour already discussed. Therefore, the tourist is seen as:
having goals — ►collecting information  ►actively processing — ►
the information
— ►  selecting »  purchasing  ►  experience affecting
alternatives the product future behaviour
Fred Van Raaij and Francken (1984) also propose a similar five stage 
decision-making process comprising:
generic decision -- - ► information ---►  decision-  ►vacation — ►
acquisition making activities
satisfaction/
complaints
Individual socio-demographic and household actors are also assumed 
to exert an influence on the stages of the decision-making process 
as witnessed in their figure of the model shown in Figure 2.8.
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Generic decision consists of whether to go on a holiday trip or stay 
at home. Important determinants of the generic decision include 
household net or discretionary income, family life cycle, household 
lifestyle and values etc.
Information— acquisition is considered to involve an extended problem 
solving for unknown destinations and for high expenditure purchases, 
a limited problem solving for experienced holiday tourists who 
change destinations every year, and a routine response behaviour for 
repeat purchasers of a destination.
Information— search is related to the tourism product which includes 
choice of a destination, accommodation, transport.
Decision-making consists of determinants such as household 
communication and interaction style, level of education and 
experience with holiday destinations, price sensitivity and 
sensitivity for other holiday attributes, loyalty to destinations 
and types of holidays.
Vacation— activities are determined by the individual's lifestyle 
and, to a lesser extent, media exposure.
Satisfaction— and— complaints can be triggered by the purchase being 
better or worse than expected, i.e. it is related to the difference 
between expectations and actual experience.
Middleton (1988) has also proposed a buyer behaviour model for 
tourism based on the Howard-Sheth model of general consumer 
behaviour. Following the Howard-Sheth model, Middleton
distinguishes between routine buyer behaviour involving little 
conscious decision effort and search and extensive problem solving 
which involves a careful information search and analysis prior to
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decxsion taking. Middleton considers a holiday destination purchase 
as involving the consumer in an extensive problem solving situation. 
He proposes a tourism model of buyer behaviour comprising four 
interactive components. An illustration of Middleton's model is 
seen in Figure 2.9. A marketer controllable stimulus input and a 
communication channels component trigger a felt need in the 
consumer. These needs will be shaped by the consumer's demographic, 
economic, social background, as well as by the consumer's 
personality and attitudes which all together determine his 
motivations. Motivations are considered responsible for bridging 
the gap between the felt need and the decision to purchase.
Figure 2.9: Middleton's Model of the Travel Buyer Behaviour
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Experience, learning and perception affect the consumer's 
information intake since they act as filters thus influencing the 
way information is received and processed by the consumer. Once 
motivated to buy the product, the experience resulting from the 
purchase is seen to affect all future decisions.
2*2*2 Need for a Modification in the Decision-Making Process f o r  
Holiday Destination Purchases
To conclude, all the models of the tourism buyer behaviour 
conceptualise buyer behaviour in a way which is very similar to that 
proposed by the general consumer behaviour models reviewed in 
Chapter 1. This is despite the recognition that a holiday 
destination product is an experiential purchase which cannot be 
viewed in the same light as a commodity purchase. Fisk (1981) draws 
attention to the different effect on consumption and evaluation that 
products involving an experiential purchase can have on the 
decision-making process. He identifies three evaluation stages 
which can occur within the decision-making process ;
a. Evaluation I occurs as a result of information search, i.e. 
evaluation which takes place at the preconsumption stage.
b. Evaluation II occurs simultaneously with consumption, i.e. 
evaluation occurring at the consumption stage.
c. Evaluation III occurs as a result of consumption, i.e. 
evaluation taking place at the post consumption stage.
He points out that an important difference between types of products 
is that where the purchase is experiential in nature, evaluation
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occurs during, consumption rather than just after consumption. 
Zeithaml (1984) also points out that those products which exhibit a 
greater proportion of intangibility, inseparability, heterogeneity 
and perishability, will result in their attributes being discerned 
after purchase or during consumption. She refers to such products 
as possessing high 'experience qualities' and distinguishes them 
from commodity purchases which possess high 'search qualities', i.e. 
attributes which a consumer can determine prior to purchasing a 
product. This distinction is seen to have an effect on the 
consumer's evaluative process vis-à-vis different types of product 
purchases.
Of all the decision-making processes looked at, Mathieson and Wall's 
model is the only one which incorporates this notion of simultaneous 
consumption and evaluation within the decision-making process. None 
of the other tourism models advanced attempt to do so.
2.2.3 Principal Findings
This section, then, has reviewed models which attempt to explain the 
consumer's decision-making process with regards to a holiday 
destination purchase. The writers proposing these models agree that 
a holiday destination product involves an experiential high 
expenditure purchase, yet they fail to consider the implications of 
these product attributes on the consumer's decision-making process. 
Instead, they deal with the high risk associated with the product by 
emphasising that active information search is a crucial and 
indispensable part of the decision-making process: it is through the 
acquisition of information that the consumer will be able to
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increase his knowledge about the product and thereby reduce the
perceived risk. However, a few writers (Hanspeter 1977, Gitelson
and Crompton 1984, Goodrich 1978) have recognised that with an
experiential product such as a holiday destination purchase,
uncertainty and risk regarding the product can also be significantly
reduced through repeat purchase of the same destination. Knowledge
about the destination acquired from previous experience may explain
and predict future destination purchases. Although the models on
travel decision-making incorporate past experiences as influences
upon future purchases, the role of external information search
continues to be regarded as a dominant and significant phase in the
choice of a holiday destination purchase and risk is seen as being
reduced through predominantly cognitive, rather than behavioural 
means.
2.3 Conclusions
As has already been pointed out in the previous chapter, the general 
models of consumer behaviour are mainly applicable to purchases of 
commodity products and their applicability to experiential products 
has been questioned. It was argued that products which incorporate 
a greater proportion of human interaction may significantly alter 
the buyer's decision-making process. A holiday destination is 
precisely such an example of an activity-based product. Its 
consumption is largely experiential and the consumer's purchasing 
behaviour may differ from products which may be sampled in advance. 
Yet, models of tourism buyer behaviour treat the tourism purchase 
decision no differently from a commodity purchase decision, despite 
recognising that the consumer regards a holiday destination purchase
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as different from a commodity purchase. It is now necessary to test 
these assumptions by examining the holiday travel buying behaviour 
of a particular group of holiday tourists: Gulf Arabs. A detailed 
discussion of Gulf Arabs and a justification for their selection as 
a 'test case' is offered in the next chapter.
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CHAPTER 3 
METHODOLOGY
3.1 Background to the Research
In order to discover whether the holiday travel buying behaviour 
corresponds to the models already put forth as explanations for such 
behaviour, it was decided that a survey be carried out of a group of 
tourists to find out their holiday purchase behaviour. The survey 
focused on a particular group of holiday tourists: Gulf Arabs.
As far as can be ascertained, no comprehensive research on travel 
behaviour of Gulf Arabs from the six Gulf Co-operation Council (GCC) 
countries, that is, Saudi Arabia, Kuwait, the United Arab Emirates, 
Bahrain, Qatar and Oman, has yet been carried out. The survey 
population therefore included all nationals from the six countries 
mentioned. These six states are more similar to each other 
politically, culturally and linguistically than they are to the rest 
of the Arab world (Melikian 1985, p.204). They lived at subsistence 
level and from simple, integrated, traditional tribal societies 
whose economies depended on fishing, herding and pearling, these 
states were all suddenly catapulted into the arena of international 
politics, economics and finance with the discovery of oil. Today 
the/ are considered among the 'affluent' societies of the world, and 
most of them rank among countries that have the highest per capita 
incomes in the world (Melikian 1985, p.204). This potentially large 
spending power of the Gulf Arab consumer has highlighted the 
importance of leisure travel for the Gulf Arab so that people from 
all social and income groups tend to travel abroad frequently 
(Vassiliou 1980, p.37). This economic ability to purchase the
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holiday tourism product means a growing likelihood that Gulf Arabs 
will confront such an experiential product purchase situation. 
However, owing to resource limitations, only a partial population 
coverage was attempted. This meant that only a selection of Gulf 
Arab holiday tourists were examined and it was decided that the 
survey would concentrate on those Gulf Arabs who travelled for 
holiday purposes to one particular destination: the United Kingdom.
3.1.1 Reasons for Sampling Gulf Arabs Travelling to the United 
Kingdom in Particular
1. The United Kingdom was the specific destination included in the 
survey because of its closer historic, economic, political and 
cultural ties with the Gulf states, thus contributing to its 
popularity as a travel destination amongst Gulf Arabs (Parsons 
1986). Moreover, an article on the Arabian peninsula published 
in the International Tourism Quarterly in 1985, which was the
most recent information which could be consulted prior to the 
survey, pointed out that the largest outbound travel from the 
Gulf region was to the United Kingdom (International Tourism 
Quarterly 1985, p.55).
2. In the United Kingdom, both inward and outward tourism flows
are measured and defined in an almost wholly consistent manner 
by a single survey, the Department of Employment's
International Passenger Survey - IPS (Withyman June 1987, 
p.16). This systematic survey which records international 
passenger movements is facilitated by the United Kingdom's 
position of being largely surrounded by sea, and therefore
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accounts for the greater ease in tracking international
passenger movements. Tourism statistics for the rest of Europe 
are not so consistently recorded and the situation is further 
aggravated since most of continental Europe shares open land 
frontiers thus making is less easy to track international
passenger movements (Withyman June 1987, p.16). It will also 
be shown shortly that tourism statistics in the Gulf region 
itself suffer even greater inconsistency so that efforts to 
carry out the survey in the Gulf region were abandoned.
Confronted with such a lack of documented, consistent data on 
Gulf Arabs' tourism movements, the IPS-based figures were 
therefore the most reliable form of statistics that could be 
consulted and used as a pointer to indicate general trends in 
the Gulf Arab travel market. These consistent data generated 
by the IPS on the Gulf travel patterns have proved of enormous 
help in establishing a general profile of the Gulf Arab travel 
market, since, as will be illustrated shortly, in the absence 
of any reliable data on Gulf Arabs, the IPS figures yielded 
useful information which helped set off the survey and place it 
within as accurate a sampling frame as was possible to achieve.
3.1.2 The Choice of Gulf Arabs
Gulf Arabs were chosen for the survey for the following reasons:
1. Existing Buyer Behaviour Models Remain Culture Bound:
Knowledge regarding the consumer's buyer behaviour can be considered 
limiting since the models advanced have been developed with the 
Western consumer in mind. Research regarding buyer behaviour has
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been largely undertaken by Western scholars in North America and 
Western Europe so that the decision processes resulting from these 
research efforts are applicable mostly to Western consumers (Foxall 
1980, Hoover et al. 1978, Yavas and Tuncalp 1984, Elbashier and
Nicholls 1983, Green and Langeard 1975).
The major consumer behaviour models, from which the travel behaviour 
models have been derived, originated and have been developed within 
the United States. Cross national research which has been conducted 
indicates both similarities and differences in the applicability of 
consumer behaviour theories between the United States and other 
countries (Green and Langeard 1975, Ehrenberg and Goodhard 1968,
Hoover et al. 1978, Arndt 1986). However, these 'other countries' 
continue to include Western nations. The applicability of these 
buyer behaviour models to the non-Western consumer remains an 
unexplored terrain.
A few studies have emerged which emphasise the important need for 
understanding the Arab consumer and which underline the difference 
between non-Western and Western consumers (Yavas and Tuncalp 1984, 
Yavas and Glauser 1985, Elbashier and Nicholls 1983, Almaney 1981). 
Elbashier and Nicholls draw attention to the need for research into 
non-Western consumers' buying behaviour pointing out that "the most 
fundamental concepts in consumer behaviour have not yet been 
adequately tested outside the Western World" (1983, p.68). In the 
context of Gulf Arab consumers, Yavas and Tuncalp and Yavas and
Glauser have concentrated on some aspects of the Saudi Arabian and
Bahraini consumption pattern although their studies are related to
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one member country within the GCC (Yavas and Tuncalp 1984, Yavas and 
Tuncalp 1985, Yavas and Glauser 1985). They conclude in their 
articles that future research needs to look at consumption patterns 
within the other Gulf states drawing attention to a need for 
understanding Gulf Arabs' buyer behaviour. With this in mind, Gulf 
Arabs were chosen in part because they are an important example of 
non-Western consumers.
Research into Gulf Arabs' holiday buying behaviour would thus 
provide insight into the decision-making process of a sample of 
non-Western consumers thereby counteracting the over-emphasis in 
research on buyer behaviour of Western consumers.
2. Economic Importance of the Gulf Arab Travel Market:
The immense oil revenues coupled with a small indigenous population 
combine to give the GCC member states one of the highest living 
standards in terms of per capita Gross Domestic Product. For per 
capita GDP figures. Table 3.1 lists those of the Gulf states, and 
for comparative purposes a random selection of per capita GDP of 
some developed countries have also been included to illustrate the 
affluence currently enjoyed by the Gulf states.
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TABLE 3.1
Per Capita GDP Recorded for 1985 (in US Dollars)
Country GDP Country GDP
United States 16,636
Switzerland 14,555
Germany, Fed. Rep. 10,266
United Kingdom 8,069
Norway 14,092
France 9,343
Bahrain 11,882
Kuwait 10,902
Oman 5,010
Qatar 20,737
Saudi Arabia 6,858
United Arab Emirates 20,408
Source. National Accounts Statistics: Analysis of Main Aggregates, 
1985. United Nations, New York 1988, Table 1.
As for the Gulf region's small indigenous population, population 
figures need to be consulted. Although the population figures
recorded for some of the Gulf states remain rough estimates, they 
serve as an indication of the size of the Gulf Arab market. Table
3.2 records the Gulf countries' population figures.
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TABLE 3.2
Population Figures for GCC Member States in 1985
Country Millions
Saudi Arabia 11.0®
Kuwait 1.71
United Arab Emirates 1.62^
Oman 1.24c
Bahrain 0.42
Qatar 0.30*
Total 16.29
a. Based on Saudi figures which are widely considered too high.*
b. December 1985 census.
c. Estimate. No census has ever been held in Oman and the
estimates of the country's population are based on conjecture.*
d. Estimate.
Source: The Economic Intelligence Unit Country Report: Analysis of 
Economic and Political Trends Every Quarter, 1988.
* The Middle East and North Africa 1989, Europa Publications 
Ltd., 1988.
Of the total Gulf Arab population recorded, it has to be noted that 
a significant proportion of this population is made up of foreigners 
working in the Gulf. Although no exact figures are quoted, the 
foreign labour force in individual Gulf states is estimated at 
around 6.3 million as shown in Table 3.3.
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TABLE 3.3
Estimated Size of Foreign Labour Force in 
Individual GCC Countries for 1985
Country Millions
Saudi Arabia 3.5
Kuwait 1.1
United Arab Emirates 1.1
Oman 0.3
Bahrain 0.1
Qatar 0.2
Total 6.3
Source: The Middle East and North Africa 1989. Europa Publications 
Ltd. 1988.
The total population figure for the Gulf region thus masks the fact 
that a substantial proportion of this population includes foreigners 
therefore resulting in an even smaller indigenous population than 
that which is officially recorded. Although an average per capita 
GDP for the Gulf region does not exist, based on the overall, 
official population figures, a weighted average per capita GDP for 
the Gulf region, based on the 1985 figures, is estimated to stand at 
8,757 US dollars. To place this figure within a global context, it 
makes for the second highest regional per capita income overtaken 
only by North America whose per capita income is recorded at 16,350 
US dollars. To compare this regional per capita income with that 
for the EEC, for instance, the letter's per capita GDP stands at 
8,310 US dollars (National Accounts Statistics, Table 1).
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The high standard of living enjoyed by Gulf nationals points to 
their potentially large buying power which has been expressed one 
way in the growing importance of international leisure travel 
amongst the Gulf Arab market (Vassiliou 1985, p.37). To obtain some 
indication of Gulf Arabs' large spending power whilst abroad, their 
travel expenditure whilst in the United Kingdom has been analysed 
based on the IPS figures. The findings show that in terms of 
numbers of visits to the United Kingdom, the Gulf states account for 
only 1% of total visits to the United Kingdom compared to, for 
instance, the United States which accounts for the largest number of 
visits to the United Kingdom which is 17% of total visits. This is 
illustrated in Table 3.4 below.
TABLE 3.4
Total Number of Visits to the United Kingdom by Overseas Visitors
(in Thousands)
Year All Countries Gulf States* % of 
Total
United States % of 
Total
1980 12,421 68 0.1 1,695 0.14
1981 11,452 66 0.1 1,716 0.15
1982 11,626 78 0.1 1,726 0.15
1983 12,464 83 0.1 2,317 0.19
1984 13,644 84 0.1 2,764 0.20
1985 14,449 91 0.1 3,166 0.22
1986 13,897 73 0.1 2,288 0.16
1987 15,445p 84 0.1 2,800p 0.18
average ■= 0.1 average = 0.17
p = provisional
Source: Business Monitor MA6: Overseas Travel and Tourism 1981-•1987,
Table 2
* IPS - Department of Employment
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However, in terms of expenditure, the importance of the Gulf states 
shoots up placing them well in the lead as the most valuable travel 
market to the United Kingdom. As table 3.5 indicates, an average 
Gulf Arab tourist spends per visit to the United Kingdom almost five 
times what an average tourist would spend and almost four times what 
an average American tourist would spend.
TABLE 3.5
Average Expenditure per Visit to the United Kingdom 
by Overseas Visitors
Year All
Countries
Gulf
States*
Gulf Vs.
Average
Total
United
States
United States 
Vs. Average 
Total
Gulf
States
Vs.
United
States
1980 235.90 1,101.24 4.67 251.60 1.07 4.38
1981 256.60 1,248.28 4.86 283.80 1.11 4.40
1982 269.30 1,473.82 5.47 326.40 1.21 4.52
1983 318.50 1,815.27 5.70 357.90 1.12 5.07
1984 335.40 1,662.77 4.96 396.00 1.18 4.20
1985 373.60 1,566.95 4.19 465.80 1.25 3.36
1986 396.20 1,342.96 3.39 545.30 1.38 2.46
1987 400.70P 1,610.18 4.02 527.20p 1.32 3.05
average = 4.66 average = 1.20 average = 3.93
p = provisional
Source: Business Monitor MA6: Overseas Travel and Tourism 1981-1987, 
Table 3.
* IPS - Department of Employment
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Figure 3.1 plots the expenditure figures per visit of selected 
tourists coming to the United Kingdom. It does this graphically to 
facilitate a visually succinct summary of overseas tourists' 
expenditures whilst visiting the United Kingdom.
Figure 3.1: Average Expenditure per Visit to the United Kingdom by 
Overseas Visitors
2000
14-0 0 -
12.0 0 -
1980 1981 1982 1983 1984 1985 1
Year
986 1987
Gulf Q  Middle East [Q United States Q  All Countries
Source: i) Business Monitor MAS: Overseas Travel and Tourism 1981- 
1987, Table 3.
ii) IPS - Department of Employment
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To sum up the situation, although the Gulf states account for 1% of 
the total number of visits to the United Kingdom by overseas 
tourists, their small number is attributed to their small population 
size. Whilst visiting the United Kingdom, Gulf Arabs do not only 
spend heavily but they also tend to stay twice as long as an average 
tourist and again, this can be compared to American tourists who may 
come in large numbers to the United Kingdom, thereby accounting for 
the largest single travel market to the United Kingdom, yet they 
tend to stay less than an average tourist. Table 3.6 illustrates 
these findings.
TABLE 3.6
Average Length of Stay of Overseas Visitor to the United Kingdom
(Number of Days)
Year All
Countries
Gulf
States*
Gulf Vs. 
Total
United
States
United States 
Vs. Total
1980 11.80 20.20 1.71 10.90 0.92
1981 11.80 21.10 1.79 10.50 0.89
1982 11.70 22.10 1.89 11.10 0.95
1983 11.60 21.90 1.89 10.00 0.86
1984 • 11.30 22.50 1.99 9.70 0.86
1985 11.60 19.90 1.72 9.90 0.85
1986 11.40 19.30 1.69 10.80 0.95
1987 11.40P 19.60 1.72 10.30P 0.90
average = 1.80 average = 0.90
p = provisional
Source: Business Monitor MA6: Overseas Travel and Tourism 1981-1987, 
Table 3.
* IPS - Department of Employment
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Most significantly however, Gulf Arabs' importance is not in the
volume of travel they generate but rather in their economic value as 
tourists, for they are shown to be heavy spenders. These 
conclusions are derived from figures recorded by the IPS but 
attention needs to be drawn to one limitation which needs to be 
borne in mind when interpreting these figures: the tourist figures 
quoted apply to all tourists and therefore are not particular to 
holiday tourism since they also include travel to the United Kingdom 
for other purposes, e.g. business, medical, studies, visiting 
friends and relatives etc.
In conclusion, if the UK tourism figures are held to be a reflection 
of Gulf Arabs' general travel profile, it can therefore be 
tentatively projected that on a global level. Gulf Arab tourists
will constitute an important travel market not so much in terms of 
volume but because of their great economic significance.
3. Dearth of Data on the Gulf Arab Travel Market:
Despite the Gulf Arabs' potentially large spending power, no 
comprehensive attempts have been made to research this market. The 
lack of available information on many aspects of the Gulf market 
continues to deter any attempts at carrying out research in this 
region. As a result, most of the information available on the Gulf 
Arab market is based on unofficial estimates or on personal 
observation. In general, there is very little data on Gulf Arabs as
a consumer market and so, much less information is therefore
expected to be available on their travel behaviour.
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No regular or reliable data on outward or inward flows of visitors 
exists in the Gulf, and official data on travel receipts and 
expenditure are sparse (International Tourism Quarterly 1985, p.52). 
The only alternative in trying to quantify the numbers of Gulf Arabs 
travelling and the countries they visit is to compile data from 
foreign destination sources. However, this only allows a
fragmentary picture to be built up (Seekings May 1987, p.5). For 
instance, as in the case of the World Tourism Organisation which 
records tourism statistics for individual countries, when looking at 
numbers arriving from the Gulf, either only figures for Saudi Arabia 
are quoted, or else arrivals from the Gulf are grouped under a 
regional basis, i.e. under the Middle East. Only a few countries 
record arrivals from individual Gulf states causing the use of such 
sources to remain inconsistent (WTO 1987). In this respect, the IPS 
provides a consistently reliable source of data on Gulf Arabs' 
travel pattern which can be used to tentatively project trends to 
the overall Gulf Arab travel market.
Any surveys that have been carried out on the Gulf travel market 
have been in relation to airline surveys (British Airways inflight 
surveys, Gulf Air inflight surveys. Audits of Great Britain's 
surveys for British Caledonian and Saudia). These surveys may have 
been commissioned by market research companies or carried out by the 
individual airlines concerned. As a result, there is a tendency to
strongly guard what little information is generated. These surveys
do not distinguish between Gulf Arab nationals and foreign
expatriates living in the Gulf. They include all residents of the 
Gulf regardless of nationality so that Gulf nationals, Arab
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non-nationals, European and American expatriates and Asian 
expatriates are all grouped together and the findings generated are 
viewed as reflective of the Gulf market. Gulf Arabs are a distinct 
population group and no accurate statements can be made about them 
when they are grouped together with other nationalities.
In addition, studies on the Arab consumer view him in the context of 
a Middle Eastern consumer (Vassiliou 1980, Almaney 1981, Elbashier 
and Nicholls 1983). Elbashier and Nicholls have pointed out that it 
would be a mistake to assume Gulf Arabs within the broader category 
of Middle Eastern Arabs (1983, p.71), since to try and understand 
the Gulf Arab consumer in the context of a Middle Eastern consumer 
may distort the understanding of the Gulf Arab consumer. Gulf Arab 
consumers need to be studied as a separate market in their own 
right.
4. Advantageous Position of Researcher:
Finally, a factor which was to facilitate the survey was that being 
a Gulf Arab, the author was in an advantageous position for carrying 
out the survey. It meant that cultural, social and linguistic 
factors would not pose a barrier for carrying out a survey on this 
group of people. The way in which these factors facilitated the 
survey, especially with regard to the sample population under study, 
will be considered in greater detail at a later stage in this 
chapter.
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3.1.3 Gulf Arabs' Travel to the United Kingdom: Background 
Information
Before the survey was undertaken, existing information on the Gulf 
Arab holiday tourist market to the United Kingdom had to be amassed 
and examined. The aim was to establish what information about the 
survey population already existed in order to determine what further 
information needed to be collected. Consequently, in the 
preparatory stages of the research, time was spent meeting 
specialists in the Middle Eastern travel market who had dealt with 
Gulf Arab holiday tourists to the United Kingdom. This approach, 
prior to the survey, helped to determine the design and structure of < 
the survey.
These expert bodies provided qualitative analyses of the Gulf Arab 
holiday tourist to the United Kingdom. The conclusions they had 
drawn concerning this market had been based on long dealings and 
contact with the Gulf Arabs coming to the United Kingdom, and 
through their travels to the Gulf states which enabled them to 
obtain an understanding of the culture and behaviour of this market. 
Their remarks and observations were not supported by any research 
but were the result of direct or indirect contact with Gulf Arabs. 
The data obtained from these sources could not be considered 
definitive but did help in supplying a notion of the existing image 
of the Gulf Arab tourist amongst the travel trade in the United 
Kingdom. The "data" could also be used in the initial stages of the 
survey design to guide it structurally.
For relevant quantitative data on the Gulf Arab holiday market to
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the United Kingdom, the yearly IPS figures were consulted. 
Statistical data about the survey population needed to be gathered 
in order to construct a sampling frame from which the sample could 
be selected. As Tuncalp has pointed out, it is a formidable if not 
impossible task to draw probabilistic samples in Saudi Arabia (1988, 
p.18). His observation, made with particular reference to Saudi 
Arabia is applicable to the rest of the Gulf states. The 
reliability of the population census for the Gulf region varies from 
country to country. In Saudi Arabia, no officially recognised 
census of population exists as yet (Tuncalp 1988, p.18) with 
official sources quoting figures which are considered to be a gross 
exaggeration of the reality (The Middle East and North Africa 1989, 
p.720). In Oman, no census has ever been held (The Middle East and 
North Africa 1989, p.693), whereas in other countries like Qatar, 
Kuwait and the United Arab Emirates, the population census includes 
non-nationals who make up a sizeable proportion of the total 
population as has already been demonstrated. As a result, the 
population figures cannot be reliably used to create a sampling 
frame. Other listings that can serve as sampling frames for 
representative samples do not exist. Since free elections are not 
held in the countries concerned, registration records are not 
available. In addition, even though telephone ownership is
extensive, telephone directories tend to be incomplete and often out 
of date (Tuncalp 1988, p.18). As a result, no sampling frame exists 
from which to draw a representative sample of Gulf Arabs.
As has already been mentioned, the advantage in concentrating on 
Gulf Arabs1 travel to the United Kingdom in particular meant that
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comprehensive figures for Gulf Arab tourist arrivals were available 
for each individual Gulf country through the IPS figures. The 
absence of a reliable sampling frame meant that the IPS figures 
recording Gulf Arab tourist arrivals were used as a frame which 
indicated roughly the size of the Gulf Arab travel market 
originating from each individual Gulf state to the United Kingdom.
The British Tourist Authority (BTA) also published material on the 
Middle East and the Gulf Arab travel market. However, the BTA's 
Middle East travel market profile, the most recent being published 
in 1983, included other countries in the Middle East besides the 
Gulf states in its analysis so that theirs is the case of grouping 
and viewing Gulf Arab behaviour under a more general umbrella of 
Middle East behaviour. The BTA publication provided a brief 
explanation for the economic growth and importance of the Gulf 
region and the resulting rise in leisure travel surging from this 
region. The general preferences, main destinations visited abroad, 
reason of travel, and booking arrangements of Saudi Arabia is 
supplied. Other findings are generalised to cover the whole Middle 
Eastern region and so they cannot be relied upon to reflect the Gulf 
Arab market in particular.
Another publication by the British Tourist Authority which 
constitutes a market guide on the Gulf states remains however mainly 
a guide to visitors travelling to the Gulf states (BTA's Market 
Guide: The Gulf states).
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The Australian Tourist Commission also published a report on the 
Gulf Arab travel market but once again their publication is 
concerned largely with educating the reader about the region (The 
Arab Gulf Travel Market 1983).
The information from these publications could not be relied upon as 
accurate or precise with regards to the survey population since they 
did not show how their conclusions had been arrived at. For
instance, the BTA's description of the Saudi Arabian holiday tourist 
is based on information obtained from a report carried out by the 
Austrian National Tourist Organisation. The conclusions drawn 
regarding Saudi Arabian tourists centres around brief descriptions 
of their travel habits, although the sources from which these
conclusions have been arrived at remain dubious. Other statistical
information provided in the BTA reports have been compiled from the 
IPS statistics and have been supplemented by qualitative information 
based on Gulf Arabs' observed holiday behaviour.
To sum up, the information in the existing reports had its
limitations in relation to conclusions drawn about the Gulf holiday 
tourist to the United Kingdom because:
1. It provided factual information about the Gulf region since the 
reports were primarily aimed at educating the reader about this 
lesser known region.
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2. The conclusions drawn about Gulf Arab tourists were not based 
on reliable survey findings.
3. The information regarding Gulf Arabs' travel behaviour did not 
attempt to understand the buying behaviour of Gulf Arab holiday 
tourists; it merely stated a few 'typical' behavioural 
manifestations of this travel market basing the conclusions on 
Gulf Arabs' observed behaviour causing the source for such 
conclusions to remain suspicious.
Despite these limitations regarding the existing information on Gulf 
Arabs' travel behaviour to the United Kingdom, the sources were 
informative since they created a general impression, albeit a vague 
and unreliable one, about the Gulf Arab tourist which could be 
cautiously referred to at the questionnaire construction stage.
Conclusion
No comprehensive consumer profile of the Gulf Arab travel behaviour 
yet exists despite this market's huge economic value. In the last 
few years however there has been a growing interest in the Gulf Arab 
travel market (Yavas 1987, Services Officiels Français du Tourisme 
1987, International Tourism Quarterly 1985, Seekings May 1987).
However, the few studies that have examined the Gulf Arab travel 
phenomenon have concentrated largely on the Saudi Arabian tourist, 
(Yavas 1987, Services Officiels Français du Tourisme 1987, Travel 
and Tourism Analyst May 1987), who is thought, erroneously, to
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epitomise Gulf Arabs in general (BTA: The Middle East Travel Market 
1983).
3.2 Basic Approach to the Research 
As Moser and Kalton state:
"the choice of method for collecting the data is governed by 
the subject matter, the unit of enquiry and the scale of the 
survey" (1983, p.44).
For the survey under consideration, the subject matter is holiday 
tourism behaviour, the unit of enquiry is a Gulf Arab holiday 
tourist, and the scale of the survey is quantitative in approach.
The subject matter has already been discussed in the previous 
chapter. To fulfil the requirements surrounding the unit of
enquiry, very limited published material about the survey population 
could be drawn upon. Documentary sources did not yield relevant 
information about the survey population and could therefore not be 
used as supplementary data. Moreover, no previous surveys could be 
referred to since none existed on Gulf Arab holiday tourists. As a 
result, both demographic and socio-economic data as well as data 
regarding holiday travel patterns and behaviour of the Gulf Arab 
holiday tourist needed to be collected. This information could be 
obtained either through indirect or direct contact with the survey 
population.
Indirect contact involved the distribution of self-completion 
questionnaires whereas direct contact meant employing the interview
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technique. Both these methods were employed and each had its 
advantages and limitations regarding the survey population under
investigation. Further elaboration on these methods will be
discussed later in the chapter.
As for the scale of the survey, at the outset it was decided that 
the study was to be large scale in nature so a large sample of the 
survey population was aimed for. Such a large scale approach was 
adopted so that the results from the study could be used to make 
inferences and generalisations about the total survey population. A 
small scale, in-depth study would have provided more detailed
information on a limited number of Gulf Arabs' holiday travel
behaviour, but limited numbers would have meant that the resulting
model did not necessarily reflect the survey population as a whole.
The emphasis would have been on the individual case rather than the 
aggregate. On the other hand, a large scale survey, whilst losing
some detail, ensured a more representative sample of the survey 
population and permitted estimates of calculable precision to be
drawn. The resulting model would therefore be a more accurate 
reflection of the travel patterns and decisions of Gulf Arabs.
Moreover, large scale data so generated would permit statistical
analyses of the survey population.
3.2.1 Self-Completion Questionnaires
It was decided to collect some of the data using self-completion
questionnaires. The advantages of self-completion questionnaires
are:
- 144 -
1. Information could be collected regarding both Gulf Arab 
tourists who choose the United Kingdom as a holiday destination 
and also Gulf Arab tourists who choose to travel to other 
holiday destinations since the questionnaires could be 
distributed to all holiday tourists regardless of their choice 
of destination. A travel behaviour model of Gulf Arab holiday 
tourists in a broader sense could therefore be created.
2. The respondent would not have to respond verbally to intimate 
questions like income and holiday expenditure. Instead, 
putting it down in a questionnaire renders such information 
less embarrassing and therefore encourages a more willing and 
accurate answer.
The limitations, however, which loomed up in using the self­
completion questionnaire to elicit information from Gulf Arab 
holiday tourists proved numerous. Various reasons can be attributed 
to such limitations.
1. Language barrier:
In the self-completion questionnaire, the communicative language 
used would be classical Arabic. This written form of Arabic differs 
widely from the spoken dialect used in everyday conversation 
amongst Gulf Arabs. Classical Arabic would place the questionnaires 
on a formal level discouraging spontaneity. When requiring answers 
from the closed questions, this handicap would not be considered 
very grave since the respondent need only check against an 
appropriate answer from an already provided list of possible
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answers. However, in questions involving open answers where the
respondent is required to express himself freely, the depth in the 
answer will depend on the respondent's command of Classical Arabic. 
Many respondents, especially elder ones, who would have been able to 
express themselves fully and verbally in their own dialect might 
find it restricting to express an answer in written, Classical 
Arabic which remains a language remote from the everyday vernacular.
2. Observation and Probing:
A restricting factor associated with self-completion questionnaires 
would be that respondents cannot be observed for any expressive 
facial movements. Probing would also not exist and all answers 
would have to be accepted as final with no opportunity for further 
clarification. There is also no way to overcome a respondent's 
unwillingness to answer particular questions. This inflexibility 
makes it difficult to "appraise the validity of what a respondent 
said in the light of how he said it" (Moser and Kalton 1983, p.260).
3. Formal Limitations:
In a self-completion questionnaire, the instructions provided for 
the respondent have to be clear and simple. Questions cannot be too 
elaborate or complicated. In this survey, the informational demands 
exerted by the lack of sufficient data on Gulf Arab holiday tourists 
meant that numerous questions had to be asked of the respondents 
before a full picture of their travel behaviour and patterns 
emerged. To minimise effort on the part of the respondent, closed 
questions were used as much as possible so that the respondent would 
only need to tick the relevant answers. The disadvantage of asking
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closed questions meant that it was presupposed that respondents' 
answers would fall within certain categories. Any unaccounted for 
possible answers meant that the response obtained would be 
distorted. If the relevant response did not exist, the respondent 
would also be tempted to squeeze his answer into the next most 
probable alternative provided. The author had little evidence upon 
which to base the possible categories of response to the questions. 
The answers were built up based on the author's knowledge of Gulf 
Arab tourists and on the information obtained from travel experts on 
the Middle East. The restrictions associated with closed questions 
could not be avoided since the alternative was the use of open ended 
questions. Although open questions would have yielded more insight 
into Gulf Arab travel behaviour because respondents could express 
themselves freely, these questions necessitated an effort on the 
part of the respondent, who in addition, had to provide the answer 
in Classical Arabic. Too many of these questions would have 
rendered the questionnaire demanding, exertive and intimidating.
4. Low Response:
A disadvantage frequently associated with self-completion 
questionnaires is the low response rate they attract. This 
limitation was envisaged with this survey and a further factor 
greatly magnified this quality: since there was a need for numerous 
data to be collected, it meant that the questionnaire would perforce 
prove lengthy and this would entail an even lower response rate.
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5. Distribution:
In order to obtain a fully representative sample of the survey 
population, Gulf Arab holiday tourists from all the six Gulf states 
needed to fill out the self-completion questionnaires. This meant 
that the questionnaires had to be distributed in such a way that 
they would reach holiday tourists in all the Gulf states. The 
question of distribution became a major obstacle because it was not 
possible to obtain authorisation to distribute the questionnaires in 
all the six countries concerned and in terms of resource time, it 
would have taken too long to secure co-operation. Whichever way the 
questionnaires were to be distributed, they would therefore reach an 
unrepresentative sample since they would not be distributed equally 
in all the six Gulf countries. In addition to this, it was unknown
whether an 6£ual distribution would yield a representative sample.
The different Gulf states have different populations and it is not 
known what percentage of their population could be classified as
tourists. The number of questionnaires distributed could not be
allocated in proportion to the number of potential tourists from 
each Gulf state. This criteria would therefore distort the
representation of the sample obtained.
Despite these limitations associated with the self-completion 
questionnaires they were still used in the research. Reasons for 
their use are attributed to:
a. The questionnaires were distributed with the aim of providing a 
back-up to the main survey technique. In themselves, they were 
not going to be used as the main source of analysis. However,
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by using them jointly with interviews, a more detailed picture 
of the Gulf Arab travel behaviour could be attained. The self­
completion questionnaire covered questions not to be included 
in the interviews so that by combining the results from the two 
methods employed, a fuller picture of the survey population 
could be formed.
b. The opportunity for the printing and distribution of the self­
completion questionnaires presented itself since DNATA, a 
Dubai-based tour operator, offered to print the questionnaires 
and distribute them.
Questionnaire Design:
The self-completion questionnaire was printed in Arabic since it was 
aimed at a Gulf Arab market. This would have created a more 
familiar approach and facilitated its completion by the respondents 
who would be more willing to co-operate if the questionnaire was in 
their own language. Being in Arabic, the questionnaire would also 
encourage identification with the issues covered. It was printed in 
a booklet format although the sheer length of the questionnaire was 
acknowledged as being a disadvantage. In its original form, the 
questionnaire was much longer and the final copy was arrived at 
after pruning the original piece as a result of pilot work. Due to 
cost and time restrictions, piloting could only be carried out on a 
limited scale using Gulf Arab holiday tourists whom the author knew.
The questionnaire (see Appendix 3A) began with an introductory 
explanation to the respondents as to the objectives of the survey
- 149 -
and thanking them in advance for their co-operation. A statement 
was also included explaining that their answers would be treated in 
full confidence and reassuring them of the anonymity of their 
replies. Their attention was drawn to the fact that no names or 
addresses were required. The questionnaire was divided into three 
sections and instructions were laid out explaining that respondents 
only filled out the section relevant to them.
Section A was to be filled out by respondents who had spent a 
holiday in Europe in general and in the United Kingdom in 
particular. The questions covered their vacation habits relating to 
Europe, their vacation habits in relation to the United Kingdom, 
their behaviour at the destination, questions on their holiday 
expenditure, and finally questions relating to their choice of 
airlines. The last set of questions was included since the 
questionnaires were printed with the help of an airline company 
(Emirates Airlines) in one of the Gulf states and it requested this 
information to be included in the questionnaire.
Section B was to be filled out by respondents who had not been on 
holiday to Europe but who go elsewhere for their holidays. The 
questions asked covered their vacation habits with regards to 
destinations other than Europe and the United Kingdom. This section 
is much shorter than Section A since the survey is mainly interested 
in respondents who travel to the United Kingdom. Nevertheless, to 
find out reasons why people <{o not travel to the United Kingdom 
would have provided additional insight into the Gulf Arab travel 
market.
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Section C was to be filled out by all respondents since it covered 
general, personal questions about the respondent: country of
residence, nationality, occupation, age, marital status, monthly 
income, education and reading habits.
Through the information obtained from the self-completion 
questionnaires, it was hoped that a Gulf Arab travel market would be 
identified and its holiday travel behaviour and habits could be 
constructed.
Distribution:
About 500 self-completion questionnaires were to be distributed in 
the hope of receiving about 150 back. The high no-response factor 
had to be accounted for due to the sheer length of the questionnaire 
which remained long because information had to be obtained both on 
the consumer and his travel behaviour. This situation arose because 
of the dearth in data on Gulf Arabs which meant that more 
information had to be sought than if some aspects of the Gulf Arab 
consumer market were already reliably documented. As a result of 
the numerous restricting factors attached to the self-completion 
questionnaire, it was also not expected to yield a totally accurate 
reflection of Gulf Arab holiday travel behaviour due to,
a) the means of distribution of the questionnaires,
b) the scarcity of open-ended questions which would have provided 
a deeper insight into Gulf Arab travel behaviour although 
structuring the questionnaire in such a fashion would prove 
intimidating and exertive to the respondent.
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These questionnaires were therefore distributed with the aim of 
using them as a back-up to the interview method. The questionnaires 
were to be distributed through hotels in the state of Dubai in the 
United Arab Emirates. Hotels were used as distributive outlets
because a large number of Gulf Arabs would be staying there if they 
came on a visit to Dubai. Some limitations, however, were attached 
to the use of hotels:
1. Not all the hotels in Dubai were covered since co-operation
from all hotels could not be secured.
2. Potential tourists who stayed with friends or relatives in
Dubai were excluded from the survey.
That said, hotels still provided the widest point of contact with 
travelling Gulf Arabs.
Dubai was chosen, as the destination where the questionnaires would 
be distributed, for several reasons:
1. It is a very popular destination for intra-regional tourism.
1985 airport figures from the Civil Aviation Authorities in the 
Gulf place Dubai as the second most busy airport in handling 
intra-regional traffic flows (see Appendix 3B). These figures 
however do not include Saudi Arabian traffic figures into 
Dubai. Also, the figures include only air traffic and do not 
take into account the large number of travellers arriving by 
car into Dubai from neighbouring Oman, Saudi Arabia and Qatar. 
The figure obtained thus requires to be magnified in order to
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indicate its true volume.
2. The author could monitor the distribution of the questionnaires
more thoroughly in that destination than anywhere else in the 
Gulf.
3. DNATA, (Dubai National Air Travel Agency), a Dubai tour 
operator, offered to help secure hotel permission and 
co-operation in distributing the questionnaires.
Using one destination for the questionnaire distribution meant, 
however, that an imperfectly representative sample of Gulf Arabs
would be obtained in the survey. Gulf Arabs from the United Arab
Emirates in particular would be under-represented.
The questionnaires were printed and ready for distribution in March 
1987 although formal arrangements with the hotels delayed 
distribution. The author had hoped for participation in the 
distribution from a large number of hotels and although eight hotels 
initially agreed to co-operate1, only three actually secured the 
questionnaires (Dubai Hilton, Ramada and Hyatt Regency). The 
questionnaires were distributed in April 1987 and it was arranged 
with the hotels that they would be handed to Gulf Arab guests as
they checked into the hotel. On checking out the guests would 
be asked for the questionnaire. If they had forgotten to fill it 
out, they were handed another copy to fill out and hand over to the 
reception staff. The questionnaires were to be distributed from
April 1987 until October 1987 thus allowing for sufficient time to
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be able to secure 150 to 200 questionnaires.
As tiie survey got underway, the author did not receive any completed 
questionnaires. On closer monitoring of the hotels, it was found 
that reception staff were not diligent in ensuring that guests 
obtained copies of the questionnaire. They "forgot" to hand over 
these questionnaires as guests checked in. Despite constant
reminders, enthusiasm was lacking. Hotels abandoned the effort and 
the author secured only thirty completed questionnaires from one of 
the hotels involved (Dubai Hilton Hotel). Of these thirty
respondents, only 15 filled out the questionnaires with sincere 
intentions; the other half amused themselves with the questions.
The questionnaires, had they been completed, would still not have 
ensured against a high bias factor. The reasons for bias would have 
been:
1. The questionnaires were distributed in only one destination in 
the Gulf.
2. A small number of hotels participated in the survey
3. The author could not ensure that a representative sample of
Gulf Arabs from all the six Gulf states would answer the
questions.
4. The author would not be able to control against questionnaires
being answered by more than one member in each family.
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5. Due to the cultural role played by women in the Gulf region,
very small or even no responses would be obtained from the
i.emale market (out of the questionnaires received, none were
filled out by females) so that a biased male sample would have 
been gathered.
The self-completion questionnaire had originally been intended as a 
cross-check and support to the interviewer-administered 
questionnaire. However, it did not prove a successful method for 
collecting data. Reasons for its failure could be attributed to:
1. Leaving distribution responsibility with hotel,staff who did 
not take the survey seriously, a factor which in turn affected 
response rates.
2. Length of questionnaire may have proved a deterrent.
3. Surveys are not a widespread practice in the Gulf and are 
regarded with a mixture of caution and amusement, thus 
deterring many potential respondents from answering 
questionnaires.
3.3 Interviewer-Administered Questionnaire
As has been shown, the self-completion questionnaires could not be 
relied upon to produce accurate or adequate results on Gulf Arab 
travel behaviour. In addition, the subject matter. Gulf Arab 
holiday tourists, posed a major obstacle in the data collection. 
Amongst the travel trade. Gulf Arabs have a reputation for being
inapproachable' and difficult to extract information from for 
survey purposes. Prior to the survey, many in the Middle Eastern 
travel trade felt that the undertaking would be met with insincere 
remarks or, more likely, a high refusal rate. The overall attitude
towards the survey was one of scepticism because of the particular
market it was directed at. Surveys are a novel concept in the Gulf 
region and a method therefore had to be adopted which would result 
in co-operation from the respondents. It was felt that direct 
contact inducing a conversational rapport would stimulate
spontaneity in the respondents. The subject of the survey 
population hence determined the method best suited for data 
collection. For the group under investigation, that is. Gulf Arabs, 
the interview situation was thus employed. This technique would 
demand a personal encounter and the author would be able to reassure 
respondents regarding the reasons for the survey and would
personally request their co-operation. The interviewer-administered
questionnaire was felt to provide a more personal, and reassuring
approach.
The next step was to decide which type of interview situation to 
adopt. The choice was between formal or informal interviewing.
Again, the nature of the survey population and the objectives of the 
survey determined the choice. Knowledge of the survey population 
was vague since no previous study had been carried out on Gulf Arabs 
to provide guide lines about their travel behaviour. This, coupled 
with lack of knowledge about the survey population's reaction to a 
survey situation meant that attempts to obtain any information from 
this group of people had to be regarded as exploratory research work
- 156 -
and the results cannot be expected to be totally reliable. Had the 
tj-ine, financial and human resources been less restricting, more 
accurate information could have been obtained.
The advantage of the formal interview method is that it achieves 
greater uniformity in the results obtained since set questions are 
asked and answers are recorded in a standardised form. However, 
with the survey population under investigation, little knowledge 
about their travel behaviour can be presupposed prior to the 
interview and so the interview had to be constructed in such a way 
as cO obtain as much information about Gulf Arabs' travel behaviour 
as possible, bearing in mind though that the results of the survey 
were to be quantified. Consequently, the guided interview method 
was chosen since it was considered best suitable to the needs of the 
survey population under investigation. In the guided interview, the 
questions asked are open ones specifically designed to encourage the
respondent to talk freely. At the same time, the interview covers
set topics and ensures that all the relevant topics are answered by 
the respondents. Although all the interviewees are asked for 
specific information, they have plenty of opportunity to develop 
their views at length and the interviewer is free to choose how much 
to explore and probe whilst all the time keeping within the 
framework imposed by the topics to be covered (Moser and Kalton 
1983, p.298). Hence, the interview can be carried out in a 
conversational manner encouraging the expansion of views by the
respondents, whilst at the same time ensuring a uniformity in
response. Although the interview includes set questions, there is 
no predetermined framework for recording the answers - the
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unexplored nature of the survey population predetermined the need 
for open answers. A disadvantage in this interview method though, 
is thac uj.*.ferent items of information is obtained from different 
respondents so it becomes difficult to aggregate the results. 
Nonetheless, the guided interview technique was the most suitable 
method of obtaining detailed information from a hitherto unexplored 
survey population whilst keeping to a format which would lend itself 
to statistical analysis. Although quantification would not be as 
thorough as if a formal interview were conducted, a more complete 
picture of the survey population could only be obtained through an 
informal approach and some statistical uniformity could be 
sacrificed in order to gain a fair amount of data. The guided 
interview method meant that the interviewer could 'dig deeper' and 
obtain a richer understanding of the survey population through the 
use of open questions (Moser and Kalton 1983, p.299). The 
interviewer could also observe for intensity of feeling and 
expression in an answer and these subtleties would be recorded in 
the answer.
To sum up, the appropriateness of the guided interview technique to 
this particular research could be justified on the following basis:
1. Type of respondent interviewed: since no previous research had 
been carried out on Gulf Arabs' travel behaviour, there was no 
way to predetermine what responses would be obtained.
Therefore, the interview was left open to accommodate for
possible answers. Moreover, the author was unsure how Gulf
Arabs would respond to an interview situation since as a
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population they are not used to such research methods. 
However, the author had been aware of what experts in the 
travel field called the "uncooperative nature of Gulf Arabs to 
respond to questionnaires". As a result a personally 
administered guided interview was hoped to lessen the rigidity 
imposed by a formal interview enabling respondents to relax.
2. Type of information required: since Gulf Arabs' travel 
behaviour was not an area already investigated, the interviewer 
could not predict the responses so that a guided interview was 
suitable in such a situation.
3. Accuracy of results: the nature of a personally administered 
open-ended interview carried out in the respondent's own 
dialect and by an interviewer from the same region encouraged 
the respondents to relax and therefore increased their 
willingness to co-operate during the interview situation.
In this survey, all the interviews were carried out by the author 
which meant that interviewer variance, frequently considered a 
disadvantage when conducting interviews, did not exist. A 
uniformity in the format and wording of the interview could be 
maintained since it was the researcher carrying them out-. These 
interviews demanded a background knowledge of the survey population 
in order to obtain the required information and the author's role as 
interviewer maximised this situation. At the same time, however, 
having only one interviewer greatly restricted the survey coverage.
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Practical Interviewing Problems and Issues;
A problem was encountered because a representative sample of Gulf 
Arabs had to be included in the survey. This meant that Gulf Arabs 
from all the six Gulf states needed to be represented in the survey. 
At the xnitial stages of the research, it was decided that a sample 
of the Gulf Arab market could be interviewed at the point of 
purchase, that is, at travel agencies. Such an idea was dismissed 
since it meant that travel agencies throughout the Gulf states had 
to be included, and interviews to be carried out at all outlets 
simultaneously. Cost and human resources were the two constraints 
met with. All the interviews were to be administered by the author 
and so, such an undertaking could not be realised in human terms. 
Moreover, the cost of such an exercise would have been too great 
since it would have involved intra-regional travel. These 
constraints created a barrier even before it was considered possible 
to interview respondents at the point of purchase. Although one 
airline and travel agency in the United Arab Emirates agreed to 
co-operate with such a project, interviews could not be carried out 
solely in the United Arab Emirates for two reasons:
1. The sample obtained would not be representative of all the Gulf 
states.
2. Not all Gulf Arabs purchase their air tickets personally. 
Arrangements are usually finalised by telephone with possible 
last minute changes in departure dates. Even if the Gulf Arabs 
themselves were present during the purchase of their ' air 
tickets, very rarely would female members be encountered, and
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so the sample would be biased towards male members who would be 
available for interviews.
Final Decision for Place of Interview:
In order to obtain a fully representative sample of Gulf Arabs from 
the Gulf states, it was finally decided to carry out the
interview at an airport in the United Kingdom. The reasons for 
choosing the United Kingdom as the particular destination in which 
to carry out the surveys have already been discussed at greater 
length at the start of the chapter. These main reasons are briefly 
reviewed here and they include:
1. The United Kingdom's familiarity and popularity as a
destination amongst Gulf Arabs. This ensured that a large 
number of potential Gulf Arab respondents would be encountered 
for inclusion within the survey.
2. In the United Kingdom, a comprehensive survey recording
passenger movements into and out of the country are available. 
The figures published by the IPS include a comprehensive
collection of data regarding the passenger movement of Gulf 
Arabs broken down by individual Gulf state. In the absence of 
any sampling frame for Gulf Arab holiday tourism, the IPS
figures could be referred to in order to construct a sampling 
frame which would ensure a representative sampling of Gulf Arab 
holiday tourists from each country.
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In the UK airport, departing passengers would be interviewed. They 
would have experienced the destination and would be able to give a 
vivid account of their travel experience and pre-travel 
arrangements. Passengers were not interviewed upon arrival into the 
United Kingdom because:
1. They would not have experienced the destination as yet and so
they could not be asked for their opinion of or their behaviour 
at the destination.
2. The passengers would be tired after their journey and therefore
less likely to co-operate.
3. The queues at the passport controls in the arrivals area, where
the interview would have taken place, would have made the
interview situation difficult. A lengthy discussion carried 
out standing and with other people in the queue witness to all 
the conversation would have disadvantaged the situation. This 
situation would be aggravated by the passengers' preoccupation
in advancing along the moving queue, passing the passport
controls and collecting their baggage.
It would have been ideal to carry out interviews in the United
Kingdom's two main international airports, Heathrow and Gatwick, 
since it is between these two airports that almost all the Gulf Arab 
traffic flows2. A list of all the airlines leaving the United 
Kingdom and stopping in the Gulf states was obtained from the ABC 
World Airways travel directory. Only direct flights were included
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in the survey. Flights originating in London but involving an
aircraft change in another European city with a subsequent stop in 
the Gulf states were not included.
The author then set about securing permission to interview 
passengers at the departure lounge of the airports from both the 
British Airport Authorities (BAA) and the individual airlines
concerned. The BAA agreed to provide a security pass on condition
that the airlines involved permitted to have their passengers
interviewed. A lengthy wait had to be endured for securing
permission from individual airlines which lasted from November 1986 
to April 1987. Six airlines3 were personally sent a letter
explaining the aims of the research and requesting permission to
interview Gulf Arab passengers boarding their flights. One airline,
(Cathay Pacific Airways), was contacted by telephone. The letters 
were followed up by telephone calls to ensure that the matter was 
looked into. One airline, (Pakistan International Airlines), 
considered it a breach of security in having a researcher interview 
their passengers at the departure gates. Another (Cathay Pacific
Airways), was unwilling to co-operate since it felt that the
researcher would collect material which could prove harmful to it if 
competitors also shared the same information. Another, (Qantas 
Airways), initially agreed to the proposal by telephone but, in 
writing, backed down on "security grounds". Eventually permission 
was secured from Gulf Air, Saudia, Kuwait Airways and British 
Airways. British Airways helped the researcher in obtaining the BAA 
pass and handled all the security formalities involved in 
interviewing at the airport.
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Between them, these four airlines handle the majority of the Gulf 
Arab traffic to and from the United Kingdom and Gulf states.
Figures for the market share of each airline on the United 
Kingdom-Gulf route was requested in order to produce quantitative 
evidence of this fact. The airlines declined to disclose this 
information due to its confidentiality. Instead, they verbally 
acknowledged that between them they handle the major Gulf Arab 
traffic flow to and from the United Kingdom and the Gulf states.
Since all these airlines operate from Heathrow, it was decided to
concentrate on this particular airport. Apart from this,
interviewing at Heathrow had advantages over Gatwick airport:
1. As can be seen from Appendix 3C listing the number of direct 
flights to the Gulf from the United Kingdom, Heathrow handles 
almost twice the number of flights into the Gulf than Gatwick.
2. There are no flights to Kuwait and Doha which operate from
Gatwick, whereas Heathrow covers departures to all the six Gulf 
states. Interviewing at Gatwick would therefore have not
yielded a representative sample of Gulf Arabs.
3. The Gulf national carriers operate from Heathrow (with the 
exception of Emirates which opened its London Gatwick-Dubai
route on 6 July 1987). Between them. Gulf Air, Kuwait Airways,
Saudia and British Airways handle the major proportion of Gulf 
Arab traffic to and from the United Kingdom. Therefore, there 
is a greater likelihood of having more Gulf Arab tourists 
departing from Heathrow than from Gatwick, so there would have
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been more people to interview at Heathrow than at Gatwick.
Gatwick airport however had British Caledonian, (still in operation 
in 1987), operating from there and this airline also had frequent
routes to the Gulf states. Not carrying out interviews at Gatwick
meant that Gulf Arab passengers flying on British Caledonian could 
not be reached. Yet, it is to be borne in mind that the study
involved the Gulf Arab travel behaviour with an emphasis on the
choice of the United Kingdom as a holiday destination; it was not a
study of Gulf Arab choice of airport or airline. The important
criterion in the survey was the interviewing of the survey
population regardless of their airport choice, airline choice or
their choice of departure times.
In human terms it was not possible to carry out interviews between 
Gatwick and Heathrow. The time spent travelling between airports 
would have been physically exhausting, and financially impossible. 
The departure times of flights to the Gulf states were roughly the 
same at both Heathrow and Gatwick and a choice had to be made of 
interviewing at either one of the airports. By concentrating on one 
airport, Heathrow, which covered the major slice of the Gulf Arab 
traffic flow to and from the United Kingdom and the Gulf states, 
more airlines could be included within the survey, thus increasing 
the likelihood of Gulf Arabs available for interviewing.
From the list of airlines departing from Heathrow airport to the 
Gulf states, only two airlines, (Qantas Airways and Pakistan 
International Airlines), were excluded. Since only the author was
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involved in interviewing, all the flights could not be covered. 
However, to include as wide a range of flights as possible in the 
survey, a clustering method was used to determine which flights 
would be included in the survey. This approach served to minimise 
time spent travelling to the airport and maximise time spent at the 
airport. Appendix 3D lists the flights that were included in the 
survey. The interviews were carried out on every day of the week
from 14 April - 31 August 1987. A selection of morning and evening
flights were covered in order to obtain a sample of Gulf Arabs who 
travelled at all times of the day. To avoid bias in the sample, 
days when interviews were carried out on morning and evening flights 
were also varied. The aim was to cover within the survey as many 
flights as possible. Nonetheless, it would not have been physically 
possible for one interviewer to carry out interviews on both morning 
and evening flights for seven days a week, so some flights had to be 
missed. However, there were days when both morning and evening
shifts were covered.
At the Airport:
Passengers could have been interviewed as they were checking in 
their baggage but it was found that passengers at this point in time 
were impatient to check in, worried about excess luggage and 
generally distracted. There was nowhere to conduct the interview 
seated down and any lengthy discussion was cut short by hasty 
passengers who wanted to make their way to the departure lounge. 
These conclusions were reached after unsuccessfully trying to
conduct some interviews at the check-in counters.
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Interviewing passengers at the departure lounge, on the other hand,
meant that there was a captive audience, with passengers having the
time to spare until they were called to board the aircraft. The 
boarding call was generally announced one hour before boarding, so 
it was found that, if interviews were conducted as soon as potential 
respondents arrived at the gates, up to forty minutes could be 
spared for an interview. Such an interviewing technique however, 
demanded that the interviewing commence as soon as likely 
respondents arrived at the gate and sat down. Passengers arriving 
late at the gate could not be interviewed because of the limited 
time available before the aircraft took off. This technique also 
meant that no more than one interview could be conducted per flight, 
or if the aircraft was delayed, then two interviews could be 
completed before moving on to the next flight. At the gates, 
another advantage was the seating arrangements that were available. 
The author could sit down amongst the interviewees and carry out the 
interview in a discussion form, making for a more relaxed
environment.
At Terminal 3 (from which Gulf Air, Saudia and Kuwait Airways 
depart), the passengers had to arrive at the departure gate at least 
one hour before the flight took off. At the gate, they would hand 
over their boarding passes to the ground staff, they would be 
checked in and they would take a seat till final boarding
announcements were made. The author stood by the ground staff and 
as passengers checked in and sat down, likely interviewees were 
approached. However, in Terminal 4 (from which British Airways
flights depart), the open plan structure of the airport's departure
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lounge and the layout of the gates is such that passengers wander
freely round the airport and only arrive at the gate when the flight
is ready for final boarding. It is then that boarding passes are
checked. The departure gate would appear on the airport screens
approximately one hour before the flight takes off, but the actual 
announcement is made only about fifteen to twenty minutes before the 
flight takes off. The time left for interviewing was therefore 
short and limiting. The author would arrive at the designated gate 
and if a few early passengers were already seated, likely 
interviewees would be approached. Otherwise the author had to wait 
by the gate area until passengers gradually arrived resulting in the 
time left for interviewing to be brief. Interviewing at Terminal 4 
also became a less easy task because:
1. Passengers rarely arrived at the gate before the announcements 
were made. They would instead wander around the airport's
departure lounge and pinning them down became more difficult.
2. Some passengers were Gulf Arabs but they were not travelling
back to their home country - they would have been travelling to 
other destinations using British Airways flights.
3. With fifteen to twenty minutes left before a flight takes off,
passengers are found to be more concerned with boarding the 
aircraft than with answering questions. They became agitated 
and apprehensive if they were then engaged in conversation.
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In Terminal 3, due to the departure lounge's structure, there was 
both more time to interview the passengers and they were easier to 
spot as they passed through the boarding gate.
On full flights, it was discovered that prospective interviewees had 
to be approached speedily since as more passengers arrived at the 
gates, the seats available became rapidly occupied. If the seat 
next to a prospective interviewee became occupied, carrying out an 
interview standing with the respondent sitting disadvantaged the 
interview situation. Due to the nature of the seating arrangements, 
passengers were in close proximity to one another and if flights 
were full and all the seats in the boarding lounge became occupied, 
it proved a hindrance to the interview situation since respondents 
became less willing to answer some questions knowing that they would 
be overheard by fellow countrymen. This proved more intimidating in 
a first class lounge where the space is smaller than at a gate 
lounge and the atmosphere quieter making the interview situation 
more noticeable.
Only the Saudia first class lounge was used for interviewing. 
British Airways refused the author admission into its Oasis and 
Executive lounges, Kuwait Airways did not possess one and Gulf Air 
shared it with other major airlines - again the author was refused 
admission into this lounge. This meant that first class and 
business class passengers, who therefore had the chance to board the 
aircraft very late, could not be easily interviewed. Yet, not all 
first class and business class passengers used these lounges, so 
that there was an opportunity to interview all types of passengers
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and therefore a biased representation of passengers was minimised.
3.4 Sampling
In the case of this survey population, which involved Gulf Arab 
holiday tourists, no sampling frame existed from which to select the 
sample. Only the IPS figures existed and even these figures only 
indicated the total number of Gulf Arab tourists arriving into the 
United Kingdom without separating the number of Gulf Arab holiday 
tourists from other Gulf Arab tourists. A random sampling technique 
which would have given every member of the survey population the 
same chance of being selected could therefore not be used.
Moreover, a random sample could not be drawn because the respondents 
could not be pre-selected from an already existing sampling frame. 
On a particular flight, it could only be discovered at the time of 
the flight departure whether Gulf Arabs were travelling on that 
flight. A list of these Gulf Arabs could not be produced beforehand 
to make any pre-selections.
Since quota sampling is independent of the existence of sampling 
frames, it was the only practicable method of sampling Gulf Arab 
holiday tourists. Quota sampling, however, is not as accurate a 
sampling method as random sampling is. The selection of sample 
units is non-random and the choice of the sample unit to fit into 
the framework is left to the interviewer. This can result in the 
selection of a sample which is not representative of the total 
survey population. In the case of the survey population of Gulf 
Arab holiday tourists however, even if random sampling was to be
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applied, this could not be applied successfully in an airport
environment because:
1. A plane load of passengers returning to the Gulf states
includes passengers of different nationalities, and to 
interview every nth passenger would mean that non-Gulf Arabs 
could be included in the survey. There is no way of separating
non-Gulf Arabs from other nationalities, and in this case, it
was more accurate to rely on the author's judgement since she 
could differentiate these two categories more effectively by 
sight.
2. A plane load of passengers returning to the Gulf states
includes passengers who have come to the United Kingdom for 
various reasons. Not all the passengers are Gulf Arab holiday 
tourists. To interview every nth passenger would mean that
either non-Gulf Arabs could be included in the survey or, if 
Gulf Arabs were selected, they might not be holiday tourists. 
It was a more accurate method to have the interviewer ask the 
selected respondents if they fitted the survey population 
criterion before commencing the interview.
3.4.1 Sample Size
1. The sample size is a balance of practicality against precision.
The number of respondents interviewed was decided upon as a
result of a compromise of what was desired statistically and 
what was practical in resource time and budget (Recreation Site 
Survey Manual 1983, p.17).
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2. In a situation where a sampling frame is not available to 
ensure representation, the number of people to be surveyed to 
make up the sample size becomes more important. By keeping the
sample size large, the findings can be expected to produce a 
more reliable result. With quota sampling, sampling error can 
only be estimated. A large sample was chosen in order to 
minimise sampling error and achieve greater precision in the 
sample estimate. Sampling bias is always a potential problem 
with quota sampling and the only way to reduce it was to impose 
rigid quota controls on the sample. The airport environment 
which was chosen, and the interviewing of respondents on
selected flights with a high percentage of Gulf Arab 
travellers, placed a rigid control on the quota sample.
The proportion of Gulf Arabs to be interviewed from the 
different Gulf states was decided upon by using the 
International Passenger Survey figures for the number of
arrivals of Gulf Arab tourists from the individual countries 
concerned. It was found that, in order of precedence, Saudi 
Arabian tourists came to the United Kingdom in the largest 
numbers, followed by tourists from Kuwait, Bahrain, the United 
Arab Emirates, Oman and Qatar respectively. These figures, as
shown in Table 3.7, were the latest IPS figures that had been 
compiled prior to the commencement of the survey. The 
proportion of interviews allocated to each country was 
therefore aimed to correspond as close as possible to the 
latest IPS arrivals figures available.
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TABLE 3.7
Number of Gulf Visitors Arriving into the United Kingdom 
by Individual Gulf State (1985)
Country Total No. of Gulf 
Visitors to the 
United Kingdom
% of Gulf Visitors 
Represented by 
Individual Country
Saudi Arabia 33,737 37
Kuwait 23,369 26
Bahrain 13,881 15
United Arab Emirates 8,391 9
Oman 6,934 8
Qatar 4,355 5
Total 90,667 100.0
Source: IPS, Department of Employment 1985
Even though the IPS figures used as a basis are 1985 figures and the 
survey was carried out in 1987, these figures were used because some 
form of representation had to be exercised upon the number of 
respondents interviewed from the different Gulf states. The IPS 
published the only available statistical data for this market.
3. A sample size of 360 respondents was chosen since it was a 
large enough sample to accommodate respondents from the six 
sub-groups, and at the same time it was large enough to produce 
a small standard error for sample statistics. From the 360 
interviews, it can be seen from Table 3.8 that except for Oman 
and Qatar, the percentage of respondents represented by each 
Gulf country corresponds closely to the percentage of Gulf Arab 
arrivals recorded by the IPS.
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TABLE 3.8
Percentage of Gulf Arabs Interviewed from each Individual 
Gulf state Compared to Percentage of Gulf Arabs Arriving 
into the United Kingdom as Recorded by the IPS
Country % of Gulf Arabs8 
Represented by IPS
% of Gulf Arabs*» 
Represented in Survey
Saudi Arabia 37 37.5
Kuwait 26 26.4
Bahrain 15 15.0
United Arab Emirates 9 8.1
Oman 8 2.5
Qatar 5 10.6
Total 100.0 100.Ie
a Source: IPS - Department of Employment, 1985 
b n = 360
c Total does not add to 100 percent due to rounding
Although the proportion of Gulf Arabs from each country which was 
included in the sample survey corresponded closely to the IPS 
figures, these figures cannot be considered a totally reliable 
cross-check. If the sample survey does not exactly correspond to 
the IPS figures, it cannot mean that it is inaccurate since 
comparative variations can be attributed to:
a. The IPS figures used dating back to 1985 whilst the survey was 
carried out in 1987.
b. The IPS figures included all Gulf Arab nationals arriving into 
the United Kingdom whereas the survey concentrated largely on 
Gulf Arab holiday tourists coming to the United Kingdom.
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Moreover, Qatari nationals are over-represented in the sample 
because there were many passengers from that state travelling to the 
United Kingdom during the survey period. On flights going to Doha 
and Abu Dhabi, and Doha and Sharjah, there was a higher incident of 
Qataris than United Arab Emirates nationals and potential
respondents who were approached on the assumption that they were
United Arab Emirates nationals turned out to be Qatari nationals.
Different Gulf nationalities could usually be discerned by their 
dress, appearance and accent, but Qatari and United Arab Emirates 
nationals resembled each other in dress and appearance.
In the same way, a sample of Omani tourists to correspond with the 
IPS figures could not be obtained during the survey period because 
the author did not come across that many Omani holiday tourists to
interview.
Since Gulf Arabs from the six Gulf states needed to be
representatively included in the survey, the sample size had to 
accommodate these different sub-groups in the total sample survey. 
In particular, the sample had to be large enough to include 
sufficient United Arab Emirates and Omani tourists for meaningful 
analysis of these groups to be undertaken. In retrospect, it can be 
seen that only nine • Omani respondents were interviewed. Had the
sample been smaller, an even smaller number of Omanis would have
been obtained and the sample might not have been representative 
thereby resulting in unreliable analyses.
4. Consequently, a sample size of 360 respondents was chosen since
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it was a large enough sample to accommodate respondents from 
the six sub-groups, and at the same time, it was large enough 
to produce a small standard error for sample statistics.
The standard error was calculated using the length of stay- 
variable. This variable was used because:
a. All respondents had answered this question.
b. Comparisons could be made with the average length of stay 
figures provided by the IPS which could then be taken as an 
indication of the population average.
On the basis of sample responses, the average length of stay was 
calculated to be 21.79 days4. This compares to the IPS average 
length of stay time of 19.6 days. Relative to the IPS figures
therefore, the variance is 2.19 days indicating a difference of 10%.
Computing for the standard error of the sample using the formula 
below 4 ,
s = /EfM2 - [ (EfM)2/n1
^  n-1 (Kazmier 1981, p.42)
A standard error of 1.39 was obtained for the survey. This gives a 
measure of the degree of precision of the sample.
5. Out of the 360 completed interviews that were carried out, only 
eight refusals were met with. Apart from those 360 completed 
interviews, there were 21 partial interviews which were not
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included in the analysis. These respondents did not complete 
the interview for fear of missing their flight and so excused 
themselves. 14 respondents who were approached did not fit the 
category of holiday tourist, i.e., they did not undertake 
holiday travel. They were passengers who were travelling:
a. On medical grounds and who did not travel outside their own 
country for holiday purposes.
b. As students and who did not travel on holiday but who spent 
their holidays in their own country.
Although, prior to the survey, only tourists who had come to the 
United Kingdom for holiday purposes were intended to be included in 
the survey, as the survey got underway, it was discovered that by 
interviewing holiday tourists who did not necessarily come to the 
United Kingdom for a holiday but who went to other destinations 
instead, provided additional insight into their reasons for not 
choosing the United Kingdom. So, although Gulf Arabs who had 
purchased the United Kingdom as a holiday destination were 
concentrated upon, a small percentage of other tourists who had used 
the United Kingdom for medical, study, transit or business purposes 
but who sought other destinations for their holiday travel were also 
included.
As wide a range of holiday tourists as possible were included in the 
survey to avoid bias in concentrating on a particular group of 
tourists. Therefore, male, female, old, young, married, single 
tourists, extended and nuclear families, were all included in the
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survey.
The interviews were carried out from mid-April to end-August 1987, 
and in this period, both the low and the high season for Gulf 
holiday travel demand was covered so as to ensure coverage of a wide 
range of holiday tourists. The high travel season is traditionally 
associated with the hot summer months of July/August which also 
coincide with the school holidays. During those summer months, the
Gulf states experience a mass exodus when many from that region 
travel abroad to cooler climates.
The results obtained need not be regarded as pertaining to holiday 
travel carried out only during the months of April to August, i.e., 
when the interviews were carried out. Since the survey included 
repeat holiday tourists to the United Kingdom and respondents who 
travelled to places other than the United Kingdom for their holiday
tourism, the survey covered holiday travel behaviour that spanned
over the past years and over different months of the years. 
Therefore, although the survey period did not cover all the months 
of the year, its results span a longer and more varied time period.
The interviews were conducted after tourists had sampled the travel 
experience. Respondents could then respond to questions which were 
asked regarding their pre-travel behaviour, their post-travel 
feelings and their behaviour at the destination. If they were
interviewed prior to the sampling of the travel experience, they 
would not have been able to give their opinions about the
destination nor could they have given an account of their everyday
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behaviour.
3.4.2 Setting up the Interview 
Piloting:
The restriction on the interview length greatly influenced the 
questions to be included in the final questionnaire. The 
questionnaire was tried out on the author's friends and family 
(themselves Gulf Arab travellers) and pruning reduced the size to 
make for an interview of about twenty minutes. In the actual 
survey, however, it was discovered that some respondents would talk 
for much longer so that an interview would range from about 15 
minutes to forty minutes.
Piloting the interviews also brought out many weaknesses in question 
wording; some questions were considered "prying on one's privacy". 
In other instances, repetition was spotted. Twenty interviews were 
carried out in this fashion with a view to piloting.
In the actual survey, however, as more and more respondents were 
interviewed, the need for additional questions became apparent. 
They were included in the survey since they were points that kept 
recurring in the discussions that took place. These were:
1. The Question on Package Tour:
Respondents interviewed expressed likes or dislikes about package 
tours and on further questioning their reasons appeared in line with 
their general travel behaviour. It was therefore decided to include 
the question on package tours in the hope that it would shed further
- 179 -
light on Gulf Arab travel behaviour. This meant that the question 
was introduced later on in the survey and explains why so many 
people did not answer this question.
2. Favourite Airline:
As the survey progressed, the author was asked by some of the 
airlines concerned if a question on airline preference could be 
included. None had been intended but it was added into the survey
and it explains why not all the respondents answered this question.
3. Pre-planning Holiday:
At a later stage in the survey, it was discovered that the time of
booking air tickets and accommodation at a destination may not
necessarily coincide with the pre-planning time of a holiday for 
Gulf Arabs. A separate question on pre-planning of a holiday was
therefore included.
4. Expenditure:
Problems that this question was going to create were foreseen. Gulf 
Arabs, being very private people, would not have readily stated how 
much they spent on holiday. Refusals on this question were 
therefore expected. However, the author was pleasantly surprised by 
the number of respondents who did state how much they spent. In 
some cases, the wives or children interviewed genuinely did not know 
the amount spent since they did not handle the financial aspect of 
the trip. Others were not so ready to come out with a figure
although when pressed, they gave an estimate of the amount spent.
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5. Questions on Comparisons of Cleanliness, Safety, Prices, 
Relaxation, Attractions, Greenery, Shopping, Treatment:
In the survey, respondents were asked their opinion on cleanliness, 
safety, prices, relaxation, tourist attractions, greenery, shopping 
and British treatment in the United Kingdom. Some respondents 
qualified these statements by comparing the United Kingdom with 
other destinations. When these comparisons were made, they were 
included in the survey. It is interesting to observe that when 
comparisons were made, respondents nearly always compared the United 
Kingdom with what they considered to be better destinations.
6. Further Opinions/Other Remarks about: Relaxation, Nightlife, 
Tourist Attractions, Greenery:
When asked their opinion on relaxation, nightlife, tourist
attractions, and greenery, some respondents qualified their
statements with additional remarks which were then included under a 
separate heading for coding purposes.
7. Question on Nightlife:
This question met with many refusals since, like the expenditure 
question, it was a sensitive one to ask. Respondents, especially 
male, felt that they were being asked this question deliberately to 
expose their visits to nightclubs, casinos or discos (all regarded
as unethical by Gulf Arabs) and so many declined to answer this
question.
Since any trends or patterns in the travel behaviour of Gulf Arabs 
could not be predicted due to the lack of available data, the
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inclusion of some questions at a later stage in the survey was a 
necessary step. This could not have been foreseen by any pilot work 
since, as mentioned already, some inclusions came about very late in 
the survey. Even as the 300 interview was reached, further 
questions could have been added which could have provided increasing 
insight on the Gulf Arab travel behaviour. The use of the guided 
interview method only served to encourage such additions.
These additions meant that, at a qualitative level, more information 
was available on Gulf Arabs and a deeper insight into their travel 
behaviour could be attained. The limitations associated with such a 
method, however, appear on a statistical level. When the 
information is to be analysed quantitatively, no uniformity in the 
answers can be secured. If some respondents had not answered as 
many questions as other respondents, it becomes hard to compare and 
aggregate the results.
Some of the results obtained from the survey have therefore to be 
treated with caution.
Since the subject matter of the survey. Gulf Arab holiday tourists, 
had previously been an unexplored field, the results of the survey 
must be viewed as an exploratory research study.
Questionnaire Administration:
When carrying out the survey the potential respondents were 
approached and it was explained to them that a research on Gulf 
Arabs' travel behaviour for academic purposes was being carried out.
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They were then asked if they objected to answering some questions. 
The respondents reaction was extremely friendly and helpful mainly 
because they found out that the survey was for academic purposes, 
carried out by someone from their own region, and so they tried to 
co-operate.
The interview was carried out in Arabic and the Gulf Arabic dialect 
was spoken so as to relax the respondents and to help them identify 
with the survey. Since a guided interview method was employed, the 
answers to questions were not precoded and instead, they were 
recorded verbatim. A tape-recorder was not used to record 
interviews since it would' have intimidated respondents. Instead, 
the answers were listened to and they were recorded speedily. At
the end of a day's interview, the answers obtained were reviewed
and they were recorded in full whilst still fresh in memory. Any
additional remarks which respondents had made, and which were 
helpful, were also noted down. However, in the majority of cases, 
the respondents slowed down and gave the author an opportunity to
write down the answers before proceeding further in their
discussions. Being female, the author found that this facilitated 
the interviewing of other female Gulf Arabs, a situation which would 
have been enjoyed to a lesser degree had the interviewer been male. 
This was a cultural advantage which the author had foreseen in her 
favour. Despite this fact, over half the respondents were still 
male and an equal. sample of males and females was not obtained. 
Reasons attributed to this were that more male Gulf Arabs in the 
survey travelled alone or with friends; also in some cases, when the 
whole family was approached, it was the male respondent who steered
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the interview, again a cultural trait.
Questionnaire Structure and Design:
The guided interview (see Appendix 3E) could be divided into nine 
sections, each dealing with particular aspects:
1. General Holiday Background:
The discussion opened by asking respondents specific questions. The 
questions asked covered: with whom, how long, when and where
respondents have previously and at present travelled to. These 
questions set the background for the respondents' travel behaviour. 
The author did most of the asking, allowing the respondent to relax 
into an interview mood and, at the same time, establishing rapport. 
At the end of this section, an opinion question is posed and the 
respondent is asked to express an opinion concerning his favourite 
holiday destination.
2. Opinion of the United Kingdom:
The preceding question which ends section one places the respondents 
in the leading role whereby they do most of the talking. This 
second section also gives them their say and the interviewer assumes 
a listening role. The respondents' opinion is asked concerning 
cleanliness, safety, prices, relaxation, tourist attractions, 
greenery, shopping and British treatment in the United Kingdom. 
This section ends with a question on factors that respondents 
consider important when choosing a holiday destination.
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3. Prepurchase Plans:
This section deals with respondents' booking their holidays in terms 
of accommodation, flight, their pre-planning of their holidays, the 
accommodation they stay in, and their favourite airlines. Their 
opinion of package tours is also included in this section.
4. Familiarity Versus Variety and Information Search:
Respondents are asked if they carry out any information search prior 
to travelling on holiday or whether they embark on information 
search at the destination. They are also asked if familiarity
affects their choice of a holiday destination.
5. Behaviour at Destination:
Respondents' likes and dislikes regarding the United Kingdom are 
noted as well as any changes they have remarked in the destination. 
They are then asked for their behavioural activities whilst at the 
destination: where they go for shopping, outings, night life,
restaurants, museums, theatres and parks. They are asked which 
regions they have visited in the United Kingdom and where they 
preferred - London or towns outside London.
6. Ethnic/Group Behaviour:
Respondents are asked if they buy presents on holiday (an Arabic 
custom), whether they prefer Gulf Arab presence in the United 
Kingdom, and if they socialise with Gulf Arabs or other 
nationalities whilst at a holiday destination.
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7. Expenditure:
The type of payment they use on holiday, how much they spend and 
what they spend most on is included in this section. These 
questions are deliberately included very late in the interview. 
They are viewed as personal questions and placing them so late in 
the interview means that the interviewer has by now established a 
rapport with the respondents, they are relaxed and there is less 
likelihood of them refusing to answer. The simultaneous flow in the 
discussion so far encourages the respondent into giving a 
spontaneous and, therefore, sincere answer.
8. Post-Travel Opinions:
The respondents are asked if they are satisfied-dissatisfied with 
the United Kingdom, and whether they will revisit the United 
Kingdom. Their reasons for choosing the United Kingdom as a holiday 
destination are also asked.
9. Personal Information:
The interview ends by asking for respondents' occupation and age.
They are then thanked for their co-operation in the survey.
No show cards were used in the survey. It would have hindered the 
simultaneous flow in conversation and introduced a formal element in 
the informal discussion. There proved to be no need for the show 
cards since when respondents offered to reply, they were precise and 
uninhibited in questions on expenditure, age, occupation, all 
discreet questions which would have called for show cards. On the
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question of age, a rough estimate was asked for but respondents 
mostly gave their exact age. Except for one or two cases, 
respondents were not unwilling to disclose this information.
In some of the interviews, some questions went unanswered. This was 
accounted for by various factors affecting the interview flow:
a. Some respondents were agitated and kept pressing for the
interview to end. Their agitation was due to their
embarrassment at being interviewed or by their desire not to 
miss their flight. As for the latter observation, respondents
were reassured that the flight would not take off without them
and that the ground staff was aware of the interviewing.
b. Some respondents would prove garrulous and it was difficult to
steer them back to the main issues without offending them.
c. Due to the nature of the informal discussion, respondents would
not simply answer the question but, in the course of their 
answers, they would also answer other questions which were 
intended for later in the interview.
As a result of these three behavioural factors, some questions did
not get answered. However these unanswered questions did not occur 
in significant numbers since they were anticipated and an attempt 
was made to minimise them. Yet, a complete obliteration of these
errors was not achieved.
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3.4.3 Coding
Since the interview was conducted in an open discussion form, it 
could not be coded prior to the survey. The survey had to be 
completed before the coding procedure could be embarked upon since 
no knowledge existed of the possible answers that would be given to 
questions. Coding involved taking a random sub-sample of sixty 
questionnaires from the 360 completed ones and recording all the 
possible answers to each of the questions asked onto a coding sheet. 
All the different answers were recorded into different columns on 
the coding sheet. A pattern soon began to emerge for the possible 
answers that respondents gave. A coding frame was then devised 
based on the now-known answer possibilities. Sixty questionnaires 
were used for the coding procedure because they proved enough to 
construct a valid coding frame.
In the case of questions where respondents gave more than one
answer, all their possible answers were recorded. Where a
respondent had answered with the widest range of possibilities, that 
range was used as the limit for the possibilities mentioned: e.g., 
in answer to a question on important factors affecting choice of a 
holiday destination, one respondent may have provided three reasons, 
another respondent only one and another five. Five then became the 
maximum range of possible answers to that question. This, of
course, meant that not all respondents gave five reasons but that
those who did had all their five reasons accommodated for within the 
coding frame. This irregularity in the multiple responses was due 
to the open nature of the guided interview method used in the 
survey.
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Where possible, a coding frame which corresponded with the British 
Tourist Authority's coding frame was constructed. The coding frame 
for occupation, age, regions visited in Britain, and regions visited 
in England, correspond to the BTA breakdown. This has been adhered
to so as to facilitate possible future comparative studies between
different travel markets.
In Section 2 of the questionnaire, respondents are asked their
opinion of the United Kingdom. No attitude measurement scale had 
been used because of the researcher's doubts concerning respondents' 
reaction to these rigid scales, so that the answers were recorded 
verbatim. At the coding stage, the resultant coding frames did not 
correspond to a fixed scaling model and different scaling was used 
for different questions. The same procedure resulted in the answers 
to the question in Section 8 on respondents' satisfaction- 
dissatisfaction with the United Kingdom. Again, the answers had 
been recorded verbatim, and only answers that appeared as a result 
of compiling the answers onto a coding sheet were used to form the
coding frame for the question.
After completing the coding frame, the questionnaires were then 
revised and each answer in each interview was given a code. At the 
end of this procedure, the newly-devised codes were transferred onto 
a coding sheet for computing purposes. When all the 360 
questionnaires were transferred onto the coding sheet, the codes 
were punched into the computer.
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3.5 Data Analysis
The results were then recalled using the SPSSX package. It was 
found that for some questions, responses were missing either because 
respondents did not answer them or else because those questions were 
introduced later on as the survey progressed under way. In order to 
avoid the frequent recurrence of missing variables, it was decided 
that questionnaires with a high propensity of missing responses 
would be discarded to ensure tighter and more thorough analysis. 
Consequently, 42 questionnaires were flushed out of the final 
analysis reducing the occurrence of missing variables and leaving 
328 interviews at the final stage.
The researcher then attempted to utilise statistical procedures to 
manipulate the data available. The semi-structural nature of the 
interviews resulted in some responses given being close-ended whilst 
others were of an open-ended nature. From a descriptive point of 
view, these open-ended responses provided a rich and deep insight 
into Gulf Arabs' holiday travel behaviour since the responses were 
obtained spontaneously without any restrictions on the respondent. 
However, the descriptive mass of qualitative data obtained posed 
limitations during the analysis. The techniques of multivariate 
qualitative analysis required by this study were not readily 
accessible on the SPSSX package available to the researcher. 
Multivariate procedures that could handle nominal data and provide 
qualitatively-based results were therefore required. Two such 
methods were used on the data:
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1. Multidimensional scaling techniques.
2. Correspondence analysis (of contingency tables).
3.5.1 Multidimensional Scaling Technique
In the course of the interviews, responses from three questions in 
particular provided considerable insight into Gulf Arabs' travel 
behaviour. These three questions were:
1) What are the factors which you consider to be important in the 
choice of a holiday destination?
The various reasons cited by the respondents related to features 
which Gulf Arabs considered important in a holiday destination.
The responses present features which Gulf Arabs ideally seek in a 
holiday destination since they are general features and do not 
identify with any particular holiday destination.
2) What are your reasons for preferring this particular 
destination?
Reasons were attributed to a destination which Gulf Arabs considered 
their favourite. The reasons represented, in effect, features
which Gulf Arabs knew existed and which could be offered by a 
specific destination that they had visited and experienced.
3) Why did you choose to come to the United Kingdom?
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Here, Gulf Arabs cited the various reasons behind the reality of 
their holiday choice.
Responses obtained from these three separate questions can be 
regarded as Gulf Arabs ideal notions of a holiday destination, their 
notions of a preferred holiday destination, and the reality of their 
holiday destination choice respectively.
However, since these questions were open-ended, respondents cited as 
many reasons as they wished. At the coding stage, it was discovered 
that no more than five reasons were cited at any one time by a 
respondent. Nonetheless, some respondents cited five, others cited 
four, whilst still others cited three reasons or less.
Yet, to render this qualitative data quantifiable and to examine 
interaction between them and the close-ended questions, these 
open-ended responses had to be converted and standardised.
Within these three core questions, each respondent in the sample was 
considered a 'case' and the various responses given were considered 
'variables'. These variables then had to be converted into a set of 
dichotomies where '1' denoted the presence and 'O' denoted the 
absence of an attribute (reason) cited (Coxon 1982, p.24). This 
conversion was carried out on the SPSSX program.
A multidimensional scaling analysis was then carried out on these 
cases using the Smallest Space Analysis (SSA1) of the 
Guttman-Lingoes non-metric series (Lingoes 1973).
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Multidimensional scaling (MDS) refers to a family of models by means 
of which information contained in a set of data is represented by a 
set of points in a space (Coxon 1982, p.l). Its particular 
applicability to this research is that non-metric multidimensional 
scaling procedures operate a metric output from a non-metric data 
input. MDS procedures represent the degree of similarity amongst 
items, usually by similarity coefficients, (in this case the Jaccard 
coefficient), and presents these as points in a geometric space 
preserving spatially the relationships amongst the items. Thus, the 
more highly associated any pair of items are, the closer together
they will be represented in the space (Brown et al. 1983, p.2).
The Jaccard coefficient looks at the agreement between variables to 
assess their relationship. It does not include joint absence of 
variables when it calculates intervariable agreement. So that in a 
set of dichotomies for six cases for example, 11, 01, 11, 10, 11,
00, three agreements would be recorded. Two variables will have
agreement when '1' can be located in both variables. The presence 
of 'O' denotes no agreement.
The advantage of using an MDS procedure is that:
1) It facilitates the discovery of salient patterns in the 
configuration.
2) The visual representation of the date enables ease of 
comprehension.
In the case of our data, an interpretation had to be found to those
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patterns in the configuration, and as with all non-metric
multidimensional scaling procedures, interpretation of the findings 
requires very considerable judgement. However, the MDS patterns 
formed can only be regarded as exploratory analyses, or what 
Gnanadesikan refers to as 'informal inference' (Coxon 1982, p.4).
The SSA Program:
Smallest Space Analysis, (SSA), is one of the non-metric methods
developed by Louis Guttman for structural analysis of qualitative 
data. It provides a metric representation of non-metric information 
contained in data, based on the relative distances within a set of 
points. Each variable is represented by a point in a Euclidean
space of two or more dimensions. The points are plotted in the 
smallest space possible that preserve the rank order of the
relations. The program calculates the degree of association between 
the variables, and two variables are closer together as the
correlation between them increases (Schlesinger and Guttman 1969, 
p.95). More explicitly, if rij is the observed correlation
between variables i and j, and if dij is the calculated distance 
between these two variables for the smallest space, then the 
calculations are aimed at preserving the following irregularities:
dij < dki whenever nj > rki
(i, j, k, 1 = 1 , 2 , .. .n)
(Schlesinger and Guttman 1969, p.95)
In the SSA1 program, there is a stress measure, the coefficient of
alienation, which provides an indication of the goodness of fit of
- 194 -
the overall configuration of points displayed in the spatial 
solution (Brown et al. 1983, p.8). The stress measure indicates how 
well the configuration represents the data: the larger the stress 
value, the worse is the fit indicated. However, controversy exists 
over guidelines for acceptable stress measures and as Coxon 
suggests, "even as rules of thumb, they (the stress measures) should 
be treated with considerable caution" (1982, p.65).
Kruskal (1964) considers a stress of 0.05 as being good and 0.1 as 
fair. Guttman, on the other hand, recommends a coefficient of 
alienation of 0.15 as acceptable (1968). As the number of 
dimensions increases, the coefficient of alienation decreases, and a 
better fit to the original data is obtained. However, as the number 
of dimensions increase, so the solution becomes more difficult to 
interpret. So, a balance is struck between parsimony (and
consequent interpretability) and goodness of fit (the ability to 
reproduce the original data). It must be emphasised though that if 
the coefficient of alienation is slightly higher than 0.15 but the 
configuration still lends itself to interpretation, then the 
configuration is accepted since the important factor of concern is
interpretability.
In the case of the three questions analysed by SSA, a three
dimensional solution has been opted for. A two dimensional option 
results in a high coefficient of alienation whilst a four
dimensional option made interpretation difficult. In the three SSA 
plots generated, the coefficient of alienation obtained was 0.24,
0.21 and 0.20. Although the coefficients may be considered
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inflated, the interpretability of the solution made it appropriate 
to adhere to them.
3.5.2 Correspondence Analysis
Correspondence analysis is a multivariate technique which consists 
primarily of techniques for displaying the rows and columns of a 
two-way contingency (cross-tabulation) table where the graphical 
displays play an important role in providing insight and 
understanding of the data. The systematic development of 
correspondence analysis in its modern form has taken place in 
France, largely due to the impetus of Benzecri. The technique is 
descriptive and so enables the researcher to analyse the data 
without being forced to meet the rather stringent assumptions 
underlying classical multivariate statistical methods.
The two-way contingency table expresses the observed association 
between two qualitative variables. Correspondence analysis can 
therefore be defined as:
"a geometric technique for displaying the rows and columns of a 
data matrix (primarily a 2 way contingency table) as points in 
dual, low-dimensional vector spaces" (Greenacre 1984, p.54).
The major benefit of correspondence analysis is its ability to 
display massive amounts of data parsimoniously for interpretation so 
that a summary description of the data can be obtained (Cooper 1985, 
p.26). In so far as the technique is descriptive however, 
correspondence analysis should be regarded as an analytic technique 
for dealing with exploratory data (Greenacre 1984, p.225).
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The Corres Computer Program:
The data for correspondence analysis has to be in categories. 
Corres operates upon a contingency table with n columns and m rows. 
In the example given below n = 3 and m = 4. That is, the variable 
represented by the rows has four possible values (categories) so 
that four rows are created (Rl, R2, R3, R4) and the variable
represented by the columns has three possible values (categories) so 
that three columns are created (Cl, C2, C3).
Cl C2 C3
Rl fll f 21 f 31
R2 f 12 f 22 f 32
R3 f 13 f 23 f 33
R4 f 14 f 24 f 34
fll therefore represents the number (frequency) of cases that score
on column 1 and row 1 (f24 = column 2 and row 4).
Corres takes this data table and calculates a set of space
co-ordinates which best fit the data. From these co-ordinates, a 
plot is produced for exploring the relationships between rows and 
columns of the data matrix (Hammond 1988, p.4). Corres is
particularly appropriate for qualitative data where open-ended
information is obtained and then categorised in order to derive an 
empirical assessment of this data. Corres produces three 
two-dimensional plots for each data table submitted for analysis. 
The first plots the columns, the second plots the rows, and the 
third is a joint plot of columns and rows. It is important however 
that the interpretation of these plots should first concern the two
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separate column and row plots and when these have been examined it 
is then appropriate to superimpose the two interpretations onto the 
third plot. This is important because the distances between points 
on each plot represent similarities between the categories in 
question. This is useful for identifying the similarities between 
columns and rows since the closer two categories are on the plot, 
the stronger the relationship. However, these relationships do not 
apply when relating rows to columns and on the joint plot such 
distances are purely relative. Thus, to examine the relationship 
between one row with one column can only be done by examining its 
relationship with the entire column space.
Corres produces a two dimensional plot. However, it may be that 
more or less dimensions are required to fit the data to a geometric 
pattern. To help in deciding on the dimensionality of the solution, 
a table is provided which registers the amount of variance that each 
dimension accounts for. If the first two dimensions account for a 
substantial amount of variance, then the likelihood would be that 
the solution obtained is consistent over other times and other 
dimensions.
A perfect fit is when the solution accounts for 100% of the 
variance. This will always occur when the number of dimensions 
equals n-1 (where n is the number of columns). Thus when n=2, one 
dimension will be required to explain all the variance in the data 
whilst ten columns will produce nine dimensions. Each dimension has
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a summary statistic called its 'inertia' which provides the amount 
of variance accounted for by each dimension and therefore indicates 
whether the variance is significant or not. In Corres, the 
dimension inertias are always extracted in descending order so that 
a two dimensional solution (produced by default) utilises the first 
two dimensions (Hammond 1988, p.8).
In order to produce the correspondence tables on Corres, contingency 
tables based on frequency counts had to be created first. These 
tables were created on the SPSSX program and the resulting 
frequencies were subsequently fed into the Corres program to produce 
the resultant tables which will be discussed in Chapter 5.
3.6 Conclusions
In order to find out how experiential products are purchased and 
consumed, it was decided to concentrate on holiday tourism as an 
example of an experiential product. The survey population to be 
studied consisted of Gulf Arab holiday tourists from the six member 
states of the GCC who were travelling to the United Kingdom. The 
economic importance of Gulf Arabs as powerful consumers and the 
dearth of data concerning many aspects of their consumption 
behaviour justified the need to begin understanding these consumers, 
ensuring that the information obtained about them was backed by 
empirical research rather than assumptions as has so far been the 
case.
The method of data collection was governed by the survey population 
chosen for this study. Since Gulf Arabs were an unexplored market
- 199 -
with a hostile reputation, they were approached cautiously although 
it was discovered during the course of the interviews that such a 
reputation was largely spurious. The lack of any reliable, 
previously published data regarding this survey population meant 
that no assumptions could be confidently formed regarding Gulf 
Arabs' holiday travel behaviour. This had to be discovered from 
first principles so that the basic characteristics of these 
consumers had to be constructed in addition to carrying out an 
investigation of their specific travel behaviour patterns. Thus, 
the characteristics of the survey population, together with the 
absence of previous research to provide a framework of behavioural 
and attitudinal categories, necessitated semi-structured interviews 
employing many open-ended questions and generating predominantly 
qualitative, nominal data. Such data did not lend themselves to 
conventional multivariate analysis, hence relatively new techniques 
of analysis had to be employed. This, inevitably, lends an 
exploratory and tentative flavour to the findings which follow.
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NOTES
1. The seven hotels that agreed to co-operate with the survey 
were: Dubai Hilton, Dubai Sheraton, Intercontinental Hotel,
Ramada Hotel, Hyatt Regency Hotel, Dubai International 
Hotel, and Jebel Ali Hotel.
2. Manchester airport had two airlines operating to Dubai and 
Bahrain five times a week, at the time of the interviewing.
Manchester 
Qantas QF002
Manchester 
Singapore Airlines 
SQ037 
Singapore Airlines 
SQ037
Departing to 
19:00 hours
Departing to 
19:00 hours
13:00 hours
Bahrain 
Monday, Thursday, Saturday
Dubai
Saturday* from 1 April-30 
June 1987
Tuesday* from 1 July-31 
October 1987
3. British Airways, Gulf Air, Saudia, Kuwait Airways, Qantas 
Airways and Pakistan International Airlines.
4. Using the variable length of stay, the standard error can be 
calculated using the formula:
s = /ifM2 - [(EfM)2/n] 
V n-1
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average length of stay frequency
up to 1 day 32
2-7 days 89
8-14 days 83
15-21 days 46
22-28 days 44
29-60 days 33
61-90 days 12
91-120 days 21
n = 360
The sample mean, X = EfM = 7842.7 = 21.79 days
n 360
At a 95% confidence limit, the average length of stay of Gulf Arabs 
is between
21.79 ± 1.96 x 1.39 = 24.51 days
19.07
CHAPTER FOUR
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- 202 -
CHAPTER 4 
GULF ARAB HOLIDAY TRAVEL PROFILE
4.1 Introduction
In the previous chapter, the extreme scarcity of thorough data 
relating to Gulf Arabs' travel behaviour was discussed, illustrating 
how it restricted basic generalisations concerning Gulf Arab holiday 
tourists. Since no published data could provide an entire picture 
of the overall Gulf Arab holiday tourist, a first step in the 
analysis of the interviews carried out was to generate frequencies 
obtained from the responses in order to uncover a holiday travel 
profile of the Gulf Arab holiday tourist. This chapter will focus 
on these findings, obtained through the frequency counts, so as to 
enable a picture of the Gulf Arab holiday tourist to emerge.
4.1.1 General Background of Respondents
The survey undertaken ensured an integrated Gulf Arab participation 
by including within the sample respondents from all the six Gulf 
states. As already explained in Chapter 3, the aim was to obtain a 
representation which corresponded as closely as possible to that of 
published IPS figures for Gulf Arab arrivals into the United Kingdom 
from individual Gulf states. Table 4.7 illustrates the percentage 
of respondents from each Gulf state that were represented in the 
analysis.
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TABLE 4.1
Representation of Gulf Arabs within the Survey
GCC Country of
Number
Respondents
%
of Respondents IPS Percent*
Saudi Arabia 121 37 37
Kuwait 91 28 26
Bahrain 47 14 15
Qatar 34 10 5
United Arab Emirates 27 8 9
Oman 8 2 8
n = 328 99** 100
IPS figures date back to 1985. These were the most recent 
figures that could be obtained prior to the survey. The 
survey, on the other hand, was carried out in 1987.
** Total does not add up to 100 percent due to rounding.
An advantage associated with this survey is the inclusion of women 
respondents and a percentage breakdown of the sex of the respondents 
who participated in the survey can be seen in Table 4.2.
TABLE 4.2
Breakdown of Male and Female Respondents Included in the Survey
Sex
Number 
of Respondents
%
of Respondents
Male 199 60.7
Female 129 39.3
n = 328 100
Yavas and Tuncalp (1985, p.59) have already acknowledged the 
difficulty of obtaining access to Saudi homes and this conservative
- 204 -
characteristic, shared, to a greater or lesser extent, by all Gulf 
Arabs, converts to resentment of any intrusion by strangers 
(especially foreigners) into their private lives. The Gulf Arab 
society is predominantly paternalistic and in a survey situation the 
male member would immediately step forward to answer for females 
within his party. Although the author met with some such cases, the 
fact that she herself was female and from a Gulf state made both 
male and female respondents more relaxed and co-operative. An 
important point relating to the place of interview has to be 
stressed. The interviews were carried out in the United Kingdom,
i.e., not in the respondent's own home country. Requesting an 
interview in a foreign country but by a fellow countryman created a 
favourable bond between interviewer and interviewee which increased 
the respondent's willingness to co-operate in the survey.
The total sample interviewed included tourists who had come to the
United Kingdom purely on holiday, those who had combined their 
holiday with other motives, and those who had not chosen to come to 
the United Kingdom for holiday purposes.
Justification for Interviewing Non-Holiday Tourists:
A small percentage of the sample included people who travel
elsewhere for their holidays. They were included in the sample 
because these respondents would nonetheless exhibit a holiday travel 
behaviour, albeit at a different destination than the United
Kingdom, and so, by including them in the study, it was hoped that 
the overall picture of the Gulf Arab holiday tourist would be 
reinforced. A breakdown of the purpose given by the respondents for
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visiting the United Kingdom can be studied in Table 4.3.
TABLE. 4.3
Gulf Arabs' Purpose for Visiting the United Kingdom
Number %
Reason of Respondents of Respondents
PURE HOLIDAY
Stopover/few days 17 5.2
Holiday 155 47.3
Honeymoon 10 3.0
Shopping 10 3.0
192 58.5
COMBINED HOLIDAY
Study + Holiday 8 2.4
VFR* + Holiday 21 6.4
Business + Holiday 13 4.0
Medical + Holiday 32 9.8
74 22.6
NON-HOLIDAY
Transit - few hours 16 4.9
Business 20 6.1
Medical 10 3.0
Study - Educational 16 4.9
62 18.9
n = 328 100
* Visiting Friends and Relatives
The Gulf Arab holiday tourist to the United Kingdom is
characteristically young as seen from Table 4.4. Over
three-quarters of the Gulf Arabs travelling to the United Kingdom 
are in the 16-34 age bracket.
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TABLE 4.4
Age of Gulf Arabs Included in the Sample
Age (Years)
Number 
of Respondents
%
of Respondents
0-15 1 0.3
16-24 81 24.7
25-34 148 45.1
35-44 59 18.0
45-54 29 8.8
55-64 10 3.0
n = 328 100
The majority of the Gulf Arabs travelling to the United Kingdom hold 
professional positions or include Gulf Arabs belonging to the high 
income groups (Table 4.5). The housewives, students, and pensioners 
interviewed are associated with the AB - professional bracket. The 
predominance of high income group Gulf Arabs in the survey reflects 
the type of Gulf Arab holiday tourist that European destinations 
attract.
TABLE 4.5
Occupation of Gulf Arabs Included in the Sample
Number %
Occupation of Respondents of Respondents
AB - Professional 207 63.1
Cl - Clerical/Supervisory 27 8.2
DE - Unskilled/Pensioner 5 1.5
Student 45 13.7
Housewife 44 13.4
n = 328 100
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4.1.2 General Gulf Arab Holiday Travel Behaviour
The guided interview technique which was utilised in the survey 
meant that although some questions offered a fixed range of 
alternative answers, there were other questions where the respondent 
could give more than one possible answer. At the analysis stage, 
the frequency procedure on the SPSSX program converted the closed 
questions into 'respondents' and 'percentages' whilst for the 
open-ended questions, the results were obtained in 'percentage of 
responses' and 'percentage of cases'. The 'cases' corresponded to 
the percentage of respondents who mentioned a particular attribute 
(answer), and since each respondent could give more than one answer, 
the total percentage of cases exceeded 100 percent. The 'responses' 
referred to the amount of times each attribute (answer) was 
mentioned and the total percentage of responses equalled 100 
percent.
Therefore, when dealing with close-ended questions that offer one 
possible answer, the analysis looks at the percentage figures, 
meaning the percentage of people. However, whenever an open-ended 
response is encountered, the percentage figures will refer not to 
people, but to the attributes (answers) given to that particular 
question.
- 208 -
TABLE 4.6
Frequency of Gulf Arabs' Holiday Travel
Frequency of Travel
%
of Respondents
More than once a year 12.2
Every year 55.5
Every other year 3.4
Less than every other year 29.0
100.1*
n = 328
* Total does not add up to 100 percent due to rounding.
Table 4.6 shows that 67.7% of the Gulf Arabs interviewed travel on
holiday at least once a year. More than half (55.5%) travel 
annually for holiday purposes, and over one-tenth (12.2%) travel 
every other year, i.e., regularly but on a less often basis. Just
under one-third of Gulf Arabs (29.0%) have an irregular travel
pattern. Therefore, a large proportion of Gulf Arabs travel on
holiday on a regular basis.
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TABLE 4.7
Time of Year Gulf Arabs Travel on Holiday
Month % of Holidays
January-February 7.1
March-April 0.8
May-June 26.6
July-August 48.4
September-October 5.4
November-December 2.5
No particular time 9.2
100
n = 328
Table 4.7 shows that the bulk of Gulf Arab holiday travel is 
undertaken during the July-August period when these two months 
account for just under half of the Gulf Arab travel (48.4% of 
responses). Holiday travel begins to gather momentum in May and
June and it reaches a peak in July and August. During these four
months, three-quarters (75.0% of responses) of Gulf Arab holiday 
travel is accounted for. This can be attributed to the extreme heat 
in the Gulf when Gulf Arabs travel abroad in search of a cooler
climate. Escape from the scorching desert heat as a factor inducing 
travel continually sprung up during the interviews. September and 
October see a sudden drop in holiday travel patterns and it tapers 
out in November and December. January and February once again see a 
slight increase in travel. The qualitative data from the interviews 
shed light upon this phenomenon since it is in January and February 
that the Gulf Arab school 'spring holidays' take place, and some 
Gulf Arabs (teachers, families with children) travel on holiday 
during these shorter holidays (10 - 14 days) as well. March and
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April see a lull in Gulf Arab holiday travel though.
TABLE 4.8
Length of Holiday Stay of Gulf Arabs
Days % of Holidays
7 days or less 1.3
8-14 days 11.8
15-21 days 18.0
22-28 days 35.5
29-60 days 26.2
61-90 days 6.9
Over 90 days 0.3
100
n = 328
From Table 4.8 it can be seen that holidays taken by Gulf Arabs tend 
to be fairly long since about one-third (35.5%) of holidays last 3-4 
weeks and about one-quarter (26.2%) stretch over 1-2 months. On the 
whole, more than half (68.6%) of Gulf Arabs' holiday stay lasts any 
time between 22 days to ninety days. Only a small percent of stays 
last two weeks or less, out of which a stay of one week or less 
accounts for only 1.3% of Gulf Arab holiday stays.
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TABLE 4.9
Gulf Arabs' Holiday Travel Companions
Travel Companions % of Holidays
Husband-Wife 15.3
Husband-Wife-Child(ren) 27.4
Husband-Wife-Extended Family 8.5
Relatives-Family 19.1
Friends 5.8
Alone 23.8
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
As seen from Table 4.9, although nearly a quarter of holidays are 
taken by Gulf Arabs travelling alone, the majority of holidays are 
family activities (70.3%). The importance of the nuclear and 
extended family unit within the Gulf Arab society is reflected in 
the travel behaviour where the majority of holidays taken are 
family-based.
TABLE 4.10 
Size of Holiday Travel Party
Size % of Holidays
Alone 24.4
2-4 members 40.5
5-8 members 27.4
9-16 members 6.7
17 and above 1.1
100.1*
n = 328
* Total does not add up to 100 percent due to rounding.
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As shown in Table 4.10, Gulf Arabs' holidays are also characterised 
by the large family groups which undertake them. Although most 
travel parties comprise of 2-4 members (40.5%), over a quarter 
(27.4%) of the Gulf Arab travel groups are made up of 5-8 members. 
Furthermore, comments made during the interviews revealed that Gulf 
Arabs who travel with friends usually travel in twos so that large 
travel groups are made up mainly of family members. The comments 
also revealed that Gulf Arabs consider travelling in large family 
groups as more entertaining.
TABLE 4.11
Importance of Familiarity of Destination to Choice
Importance % of Respondents
Familiarity very important 40.2
Familiarity important 40.2
Familiarity not important -
like to vary 19.5
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
Table 4.11 illustrates that the large majority of Gulf Arabs 
considered familiarity of a destination as important to choice 
(80.4%). Whilst just under one-fifth (19.5%) of Gulf Arabs like to 
vary destinations, over three-quarters of them emphasised the 
importance of repeat purchase in buying a holiday.
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TABLE 4.12
Importance of Language Familiarity at Destination
Importance % of Respondents
Not barrier to choice 43.3
Language familiarity important 28.9
Language familiarity advantage in United Kingdom 27.7
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
The findings shown in Table 4.12 indicate that although a large 
number of Gulf Arabs do not consider language to be a barrier to 
their holiday choice, the majority (56.5%) of Gulf Arabs interviewed 
do consider ease of communication important or advantageous in 
choosing a holiday destination. Language familiarity just like 
familiarity of destination reduces the uncertainty associated with 
the purchase of a holiday destination.
TABLE 4.13
People Gulf Arabs Socialise With When on Holiday
People Gulf Arabs % 0f Holidays
Socialise With
Keep to own party 
Mix with friends-family 
Mix with other Gulf Arabs 
Mix with all nationalities 
Indifferent
100.1*
18.8
46.9
2 2 . 8
10.7
0.9
n = 328
* Total does not add up to 100 percent due to rounding.
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From Table 4.13 it is seen that a large proportion of Gulf Arabs' 
holidays involve social contact with family or with friends
(46.9%). By travelling as a large family unit, Gulf Arabs find that
they can keep to their own social circle and so avoid contact with
unfamiliar people. The only other significant intermingling is with
other Gulf Arabs so that again, a familiar social exchange is 
ensured. Otherwise, mixing with other people is avoided with some 
Gulf Arabs' contact being restricted to that of their own travel 
party. Mixing with other nationalities is not very common amongst 
Gulf Arabs since it accounts for one-tenth of all Gulf Arabs' 
holiday contact.
TABLE 4.14 
How Gulf Arabs Structure their Holidays
Holiday Structure % of Respondents
One-destination holiday 63.7
Multi-destination holiday 36.3
100.0
n = 328
Table 4.14 points to over one-third of Gulf Arabs going on 
multi-destination holidays when they embark on a holiday. The 
majority (63.7%), however, remain in one destination for the length 
of their holiday trip.
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TABLE 4.15
Other Countries Visited by Gulf Arabs
Country % of Holidays
West Europe 
East Europe 
Mediterranean* 
Scandinavia 
North America** 
Far East 
Middle East*** 
Other****
60.4
2.7 
11.3
2 . 6
9.0
2.8 
10.7
0.3 
99.8?
n = 328
v Total does not add up to 100 percent due to rounding.
* Greece, Cyprus, Turkey.
** United States and Canada
*** North Africa, Egypt, Jordan, Syria, GCC.
**** Australia, Brazil, Africa.
Table 4.15 shows in which countries Gulf Arabs have previously taken 
their holidays. Over one-half (60.4%) of holidays taken by Gulf 
Arabs have been to West Europe and 6.4% of these have been to the
United Kingdom exclusively. The Mediterranean, the Middle East and 
North America have also been relatively widely visited by Gulf 
Arabs. Gulf Arabs' choice of destinations points to their visiting 
traditionally 'well-known* tourist countries: in West Europe, such 
destinations include France, Switzerland, Germany, Austria, Spain,
Italy, Holland and the United Kingdom which were amongst those 
frequently cited. The Mediterranean and the Middle East are also 
considered familiar destinations in so far as their culture is 
closer to the Gulf Arab culture. North America, especially the 
United States, is popular because of the language ease which makes
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the country appear more familiar. However, destinations like East 
Europe, Scandinavia, the Far East, Australia, South America, and 
Africa are still considered 'new', and therefore, risky
destinations, and the figures show that these destinations are not 
amongst those that many Gulf Arabs have visited.
TABLE 4.16
Gulf Arabs' Favourite Holiday Destination
Country Favourite Destination - %
United Kingdom 35.1
Other West Europe 31.3
Mediterranean 9.2
North America 10.4
Middle East 5.3
No preference 7.9
Other* 0.8
100
n = 328
* Responses falling in this category include isolated incidents 
where destinations such as Malaysia, Australia or Brazil were 
cited as being favoured.
Table 4.16 shows that the most favoured single destination appears 
to be the United Kingdom (35.1%), but this can be partly attributed 
to sampling bias since the Gulf Arabs interviewed (the majority of 
whom are repeat purchasers of the destination as will be illustrated 
later on) were those who had chosen to come to the United Kingdom 
for their holiday and so they are more likely to favour the United 
Kingdom. Generally, West Europe (including the United Kingdom) is 
considered the most favoured travel region. North America and the 
Mediterranean are the next most favoured regions.
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No preference for any particular destination is recorded for under 
one-tenth of Gulf Arabs (7.9%) who are indifferent towards any 
holiday destination.
TABLE 4.17
Factors which Gulf Arabs Consider Important in the 
Choice of a Holiday Destination
Factor % Attributed to Factor
Weather 16.5
Greenery 13.1
Tourist Amenities** 13.1
Variety* 10.1
Relaxation-Tranquillity 7.6
Change of Routine 7.5
Familiarity of Destination*** 7.3
Recommendation 7.2
Friendly People 6.5
Culture-Monuments 4.5
Reasonable Prices 3.3
Arab-Islamic environment 3.3
100
n = 328
* Variety = shops + enjoyment facilities.
** Tourist Amenities = Infra + Super Structure.
*** A destination is considered familiar for the following reasons:
- due to its repeat purchase.
- the presence of friends and relatives at the destination.
- language familiarity ensuring ease of communication.
- meeting point for all Gulf Arabs so that a familiar environment 
is created.
Presence of these qualities in a destination make it more familiar 
and therefore, less risky, to a Gulf Arab.
Table 4.17 indicates that climatic factors are a powerful reason for
- 218 -
choice of a holiday destination (29.6% being attributed to weather 
and greenery). This links with the fact that Gulf Arabs travel in 
the hot summer months seeking a cooler climate.
The limitation of relying on frequency counts here is that although 
it has indicated single important factors to choice of a holiday 
destination, it is usually the combination of several factors which 
determines choice. For instance, the fact that a destination offers 
a cool and scenic climate is not enough to attract Gulf Arabs if the 
same destination suffers from a lack of developed infrastructure. 
The frequency counts therefore do not bring out the significance of 
the relationship between attributes.
TABLE 4.18
Reasons for Gulf Arabs' Preference of a Particular 
Holiday Destination
Reason % Attributed to Reason
Familiarity* 25.6
Friendly people 11.4
Greenery 10.1
Enjoyment facilities 9.5
Weather 8.9
Variety** 8.0
Developed destination*** 7.2
Relaxation-tranquillity 7.0
Arab-Islamic environment 3.9
Reasonable prices 3.7
No preference 3.1
Culture-monuments 1.7
100.1+
n = 328
+ Total does not add up to 100 percent due to rounding.
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* A destination is considered familiar for the following reasons: 
it has been visited previously so that the holiday purchase is 
considered habitual or familiar, 
the presence of relatives at the destination.
the destination caters to Gulf Arabs and is also a place where 
all Gulf Arabs meet up in.
the respondent may own a flat at the destination.
no visas are required to enter the country ensuring ease of
entry and convenience of purchase.
the respondent may have studied at the destination and so feels 
familiar with the country.
** Variety = shops + enjoyment facilities.
*** Developed destination includes cleanliness, security, orderly 
and organised destination.
As shown from Table 4.18, the four most important single reasons 
which account for the preference of a destination include
familiarity (25.6% of responses attributed to familiarity), climatic 
features (19% of responses), enjoyment facilities (9.5% of 
responses) and the presence of friendly people (11.4% of 
responses). Again however, the limitation in just looking at 
frequency tables means that there is no indication as to the way 
these factors relate to each other.
Summary:
Concluding on the topic of Gulf Arabs' general holiday travel 
behaviour, what has emerged is that the majority of Gulf Arabs 
travel frequently and widely although the emphasis is on the 
familiar. The importance of familiarity has been illustrated both 
in Gulf Arabs' purchase of familiar destinations as well as their 
keeping within a familiar Gulf Arab environment once at the holiday 
destination.
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4.1.3 Gulf Arabs' Pre-planning Travel Behaviour
TABLE 4.19 
Gulf Arabs' Decision to go on Holiday
Decision Time % of Respondents
Travel on impulse 21.6
Holiday habitual purchase so no pre-planning 21.3
1-4 weeks before departure 30.4
1-3 months before departure 18.6
More than 3 months - 1 year before departure 7.9
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
Table 4.19 indicates that some two-fifths (42.9%) of Gulf Arabs do
not plan their holiday either because they travel on impulse or
because holiday travel is considered a habitual purchase. One-third 
of Gulf Arabs (30.5%) pre-plan their holiday either one month or 
less prior to travel whilst under one-fifth (18.6%) of Gulf Arabs
take longer, i.e., 1-3 months. However, only a small percentage of
Gulf Arabs (7.9%) pre-plan more than three months in advance.
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TABLE 4.20
Information Search Concerning Holiday Destination 
Prior to Travel
Information Search % of Information
Travel agency brochures - leaflets 32.0
Recommendation only 29.7
Rely on general knowledge 12.0
None - destination already familiar 11.5
Look up information on arrival at destination 7.4
Read references - books 5.0
If destination new, look up information
(brochures/leaflets) 2.4
100
n = 328
On the whole, little search prior to travel is undertaken by Gulf 
Arabs. Over half the information (63%) is acquired passively, i.e., 
through talking to friends, by relying on general knowledge of the 
destination, looking up information once at the destination either 
through magazines, newspapers and/or television, or else information 
acquired through past experiences at the destination is relied 
upon. Over one-third of the information collected (34.4%) is 
through 'convenient' search. This includes picking up literature 
about the travel destination at the time of making preparations for 
travel, i.e., brochures picked up at travel agencies or leaflets 
obtained from Embassies. Only a small percentage of information is 
acquired as a result of a purposeful search (5%) i.e., by looking up 
references and reading additional material about the travel 
destination.
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TABLE 4.21
When Gulf Arabs Book their Airline Tickets
Time % of Respondents
7 days or less before departure 45.7
8-14 days before departure 26.2
15-21 days before departure 7.9
22-28 days before departure 15.2
29-90 days before departure 4.0
More than 90 days before departure 0.9
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
Almost half the Gulf Arabs interviewed booked their air tickets one 
week or less before departure (45.7%) and most of the remainder 
booked eight days to one month before (49.3%). Less than 1% booked 
their tickets more than three months in advance.
In summary, Gulf Arabs make their flight booking arrangements late 
with 95% of them booking their tickets one month or less in advance. 
The same last-minute arrangements can be witnessed in their 
accommodation bookings. This can be seen from Table 4.22.
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TABLE 4.22
When Gulf Arabs Book their Accommodation
Time % of Respondents
On arrival 25.9
7 days or less before departure 24.4
8-14 days before departure 9.8
15-21 days before departure 3.4
22-28 days before departure 6.1
29-90 days before departure 0.9
Stays in own home/with friends or relatives 29.6
100.1*
n = 328
* Total does not add up to 100 percent due to rounding.
About half of the Gulf Arabs book their accommodation either on 
arrival or one week before departure (50.3%) with just under 
one-third staying with friends or relatives or in their own homes. 
The rest of the Gulf Arabs book their accommodation any time between 
8 - 2 8  days prior to their departure. Only about 1% of Gulf Arabs 
pre-book their accommodation more than one month before departure.
Summary:
The information obtained on Gulf Arabs' pre-planning behaviour 
suggests that they are either impulsive holiday tourists or last 
minute planners. In addition, very little information search is 
undertaken to reduce uncertainty of the holiday purchase.
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4-1-4 Gulf Arabs' Activities at Holiday Destination
TABLE 4.23
Everyday Activities Undertaken by Gulf Arabs 
at Holiday Destination
.Everyday Activities % of Activities
Shops - parks - strolls 38.9
Safari parks - zoos 15.3
Funfairs 14.5
Little sightseeing 4.6
Sightseeing previously 11.0
Tours 8.7
Culture - museums - theatres 6.8
99.8*
n = 328
* Total does not add up to 100 percent due to rounding.
Table 4.23 shows that most activities undertaken by Gulf Arabs when 
they are on holiday are 'passive' and relaxing, i.e. shopping, 
visiting parks and taking strolls (38.9% of activities). Safari 
parks, zoos and funfairs are also popular with Gulf Arabs, 
accounting for 29.8% of their everyday activities. Overall, the 
majority of Gulf Arabs' holiday activities revolve around a 
combination of shopping, visiting parks, going for strolls, visiting 
safaris, zoos and funfairs, with an emphasis on the maximisation of 
greenery and cool climate offered by a destination.
The pursuit of culture in the form of visiting museums and theatres 
is not an activity very common amongst Gulf Arabs, accounting for 
only 6 .8% of their holiday activities. This is reinforced by the
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additional fact that only 4.6% of their holiday activities at a 
destination consists of sightseeing.
TABLE 4.24 
Gulf Arabs' Nightlife Activities
Nightlife Activities % of Activities
Casinos - nightclubs - discotheques 24.5
Dine out 23 0
Strolls 22.0
None 15.9
Theatres - cinemas 8.9
Visit friends 5.9
100.2*
n = 328
* Total does not add up to 100 percent due to rounding.
As borne out from Table 4.24, active participation in the nightlife 
offered by a holiday destination is accounted for by over one-third 
(33.4%) of Gulf Arabs' night-time activities either through the 
frequenting of casinos, nightclubs, discotheques or by visits to 
theatres or cinemas. Apart from that, the general night-time 
activities of Gulf Arabs is modest with over one-tenth (15.9%) of 
their night life not accounted for by any activities. Night-time is 
either considered unsafe or the presence of young children restricts 
any night-time activities. Night life, therefore, revolves around 
'safe* activities like dining out, strolls or visits to other 
friends. Comments during the interviews further revealed that many 
Gulf Arabs go for strolls or dine out in areas populated by other 
Gulf Arabs. Even the nightclubs and some cinemas frequented are 
those catered to Gulf Arabs. The emphasis attached to familiarity
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within a foreign environment is once again emphasised.
TABLE 4.25
Restaurants Frequented by Gulf Arabs
Restaurants % of Restaurants
Arabic restaurants 
Middle-Eastern restaurants 
Cook at home
Like to vary restaurants
48.8
12.7
16.4
22.1
100
n — 328,
The food habits of Gulf Arabs whilst on holiday indicates their 
adherence to familiar cuisines and this can be seen from Table 4.25. 
The majority of restaurants frequented (61.5% of restaurants) are 
either Arabic or Middle-Eastern where the availability of familiar 
foods is offered. The risk of eating unfamiliar foods on holiday is 
further reduced with under one-fifth of cooking being undertaken by 
the Gulf Arabs in the privacy of their own accommodation (16.4%). 
Just over one-fifth of the restaurants frequented by Gulf Arabs 
(22.1%) offer non-Arab/Middle-Eastern foods indicating that they do 
enjoy varied foods. However, from the qualitative data, it became 
apparent that 'variety' means frequenting fast-food outlets. Only a 
small number of Italian, French or Chinese cuisines were mentioned 
by those who liked to try out different restaurants.
Summary:
The behavioural pattern of the Gulf Arabs whilst on holiday points
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to an adherence to 'passive* activities with a minimisation of 
contact with other nationalities. Gulf Arabs keep mostly within a 
reconstructed Gulf Arab environment.
Gulf Arab Travel Behaviour Vis-à-Vis the United Kingdom as a 
Holiday Destination
TABLE 4.26
First Trip to the United Kingdom by Gulf Arabs
Year % of Respondents
1950s 2.7
1960s 10.7
1970-1974 15.9
1975-1980 32.6
1981-1986 24.1
First time (1987) 14.0
100
n = 328
As borne out in Table 4.26, some Gulf Arabs did arrive on holiday to 
the United Kingdom as early as the 1950s although those who came 
then and in the 1960s belonged to the privileged classes. The 
number of Gulf Arabs coming to the United Kingdom picked up momentum 
in the early 1970s and reached a peak in the late 1970s: this period 
is associated with the boom years for the Gulf. Although 1981-1986 
also saw a large influx of Gulf Arabs, it was not on the large scale 
of the previous years. Since, as indicated by the number of first 
time tourists to the United Kingdom, the numbers of Gulf Arabs has 
levelled off and slowed down especially since most Gulf Arabs by now
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have already visited the United Kingdom and so the available pool of 
first-time visitors is dwindling.
TABLE 4.27
Number of Times Gulf Arabs have Visited the United Kingdom
Number of Times % of Respondents
1-4 times 29.0
5-9 times 5
10-15 times -g Ï
16-30 times 2 0 *^
More than 30 times 14’0
First time 14 *0
100.1*
n = 328
* Total does not add up to 100 percent due to rounding.
In Table 4.27, it can be seen that 86% of the Gulf Arabs interviewed 
were repeat visitors to the United Kingdom with only 14% visiting 
the United Kingdom for the first time. A large proportion of Gulf 
Arabs (40.6%) come to the United Kingdom on a very regular basis,
i.e., they have been to the United Kingdom more than ten times.
- 229 -
TABLE 4.28
Type of Accommodation Gulf Arabs Stay in 
When Visiting the United Kingdom
Type of Accommodation % of Respondents
Own home - with friends, relatives 29.6
Hotel 32.0
Rented flat 22.6
Combination of hotel + rented flat 14.3
English family 1.5
100
n = 328
As illustrated in Table 4.28, just under one-third (29.6%) of Gulf 
Arabs stay in their own homes in the United Kingdom or with friends 
or relatives. Over one-fifth rent flats (22.6%) whilst over 
one-third stay in hotels (32.0%). Some Gulf Arabs combine their 
stay in both a rented flat and an hotel (14.3%). This is because if 
they stay for a longer period they will rent a flat otherwise a 
short stay will be spent in an hotel. Also, some Gulf Arabs book 
into an hotel on arrival and then look for a flat to move into. On 
the whole, Gulf Arabs prefer the freedom and familiarity of staying 
in their own homes, of a flat or of relatives' or friends' homes. 
The atmosphere of an hotel is considered by Gulf Arabs too 
restricting and impersonal. By staying in private accommodation. 
Gulf Arabs can recreate a familiar environment by cooking their own 
foods and socialising with their family and friends as they would in 
their home country.
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The small percentage of Gulf Arabs staying with English families 
(1.5%) is accounted for by some Gulf Arabs who, coming to the United 
Kingdom for a combined study and holiday leave, will stay with an 
English family to improve their language proficiency.
TABLE 4.29
Reasons Why Gulf Arabs Choose to Come to the 
United Kingdom for a Holiday
Reason % Attributed to Reason
Familiarity* 58.7
Weather 8.7 
7 8Shops
Recommendation 7 4
Change of routine 7.1
Relaxation 3 6
Greenery 3.5
96.8+
n = 328
+ The total does not add up to 100 percent since those Gulf Arabs
who cited business-study as a reason for coming to the United 
Kingdom are not included in this table (3.1% of reasons for 
coming to the United Kingdom are attributed to business-study 
factors).
* Familiarity of destination may include any of the following
reasons:
habitual or prior purchase of the destination makes it a 
familiar purchase.
ease of language communication increases its familiarity, 
the destination catering to Gulf Arabs and being considered a 
central meeting point for them makes for its familiarity,
respondent may own a flat at the destination and/or may come
for regular medical check-ups.
the presence of relatives or friends at the destination, 
the frequent flights connecting the United Kingdom with the 
Gulf and the ease of entry into the country without a visa
makes the purchase of the destination convenient.
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Because the United Kingdom possesses the qualities shown in Table 
4.29, it is considered a familiar destination by Gulf Arabs. The 
overwhelming factor cited as the reason for coming to the United 
Kingdom is associated with the familiarity of the destination. Gulf 
Arabs reduce the risk and uncertainty of purchasing a holiday 
destination by travelling to a 'familiar' destination.
The limitation in the frequency counts generated in Table 4.29 is 
the lack of indication of how the factors relate to each other. 
These interrelations will be examined in more detail in the 
following chapter.
TABLE 4.30
Gulf Arabs' Social Interaction in the United Kingdom
Social Interaction % of Social Interaction
Friends-destination acts as meeting point 12.0
Other Gulf Arabs - prefer their presence 50.3
All nationalities 15.7
Away from Gulf Arab environment - dislike
presence 22.0
100
n = 328
Overall, Gulf Arabs' presence in the United Kingdom is considered 
favourable by other Gulf Arab holiday tourists. The holiday 
interaction is largely balanced in favour of recreating a Gulf Arab 
environment within a foreign destination since this induces a
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feeling of reassurance for the Gulf Arab holiday tourist: 62.3% of 
Gulf Arabs' holiday interaction involves socialising with other Gulf 
Arabs. This familiar interaction includes either mixing with 
friends who meet up in the United Kingdom (accounted for by 12% of 
Gulf Arabs' social interaction), or_it encompasses the reassuring 
feeling associated with the presence of other Gulf Arabs (accounted 
for by. 50.3% of Gulf Arabs' social interaction). However, over 
one-tenth of Gulf Arabs' socialising is not purposely biased towards 
a Gulf Arab interaction and points to an indifference towards the
Gulf Arab presence in the United Kingdom. One-fifth of Gulf Arabs' 
holiday interaction is directed against intermingling with their own 
kind indicating rather a dislike of Gulf Arab presence, either 
because holiday travel is considered an escape from the Gulf Arab 
environment or because some Gulf Arabs' extreme behaviour at the 
holiday destination results in a negative and distorted image, being 
attributed to all Gulf Arabs.
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TABLE 4.31a
Gulf Arabs' Region of Stay in the United Kingdom
Place % of Respondents
London ^g ^
Outside London 15*2
London + outside 15 2
99.9*
n = 328
* Total does not add up to 100 percent due to rounding.
TABLE 4.31b
Gulf Arabs' Preference of Region in the United Kingdom
P*ace % of Respondents
London 20.4
London + outside 13.4
Outside London 43#3
Only visited one place 17.7
None 1.2
100
  n = 328
Table 4.31a shows that the majority of Gulf Arabs stayed in London 
(69.5%) with 15.2% staying outside London and another 15.2% staying 
both in London and outside the capital. However, although the 
majority stayed in London, Table 4.31b shows that it was areas 
outside London that many Gulf Arabs preferred (43.3%). Only 
one-fifth (20.4%) preferred London whilst over one-tenth (13.4%) 
preferred a combination of both London and the country.
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TABLE 4.32
Reasons for the Preference of London-Outside London
Reason % Attributed to Reason
Variety + familiarity in London 29.8
Tranquillity outside London 31.8
Greenery outside London 12.0
People friendly outside London 5.6
Enjoyment facilities better outside London 8.1
Cheaper outside London 4.8
Only visited one place - don't know 7.6
Don't like United Kingdom 0.5
100.2*
n = 328
Total does not add up to 100 percent due to rounding.
From Table 4.32 it can be seen that London is preferred because it 
is 'familiar', i.e., it is the cosmopolitan centre where facilities
like restaurants, shops, nightclubs, bookshops, catered to Gulf 
Arabs can be found. It is also the place where most Gulf Arabs stay 
and are familiar with. London offers plenty of activities, and 
shops and restaurants open till late whilst the nightlife carries on 
to the early hours of the morning. The advantages associated with 
places outside London however are varied. Of those cited by Gulf 
Arabs, tranquillity features highly as a positive factor. There is 
no pollution, the hectic pace of London is not to be found, it is 
safer, cleaner and less crowded. Also, the greenery and landscape 
is another advantage of life outside London. Enjoyment facilities, 
e.g. funfairs, are mostly to be found outside London. Gulf Arabs 
also find areas outside London to be cheaper and the quality of 
service provided there to be better than in London with the people
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outside London more friendly and welcoming towards Gulf Arabs.
Although the advantages attached to places outside London are 
recognised by Gulf Arabs and although they prefer the country to the 
city, London is still the place where they continue to stay. It is 
known to them whilst anywhere outside London is considered 
unfamiliar and remote from their familiar base.
TABLE 4.33
Gulf Arabs' Opinion of the United Kingdom 
in Terms of Certain Aspects
Opinion
Very good 
Good 
Fair 
Poor
Very Poor
6,7
39.9
21.3
32.0
40.5
7.3
52.2
22.0
42.0
36.0
10.4
61.9
8.5
19.2
49.7
48.5
1.8
10.1
72.6
17.4
12.5
79.6
7.9
58.5
37.8
3.7
39.6
11.3
49.0
Total 99.9* 100 100 100 100 100.1* 100 100 99.9*
n — 328
* Total does not add up to 100 percent due to rounding.
Where responses do not occur for a category. Gulf Arabs did not 
associate that particular aspect with the category.
** In the case of prices, the categories fair, poor, very poor 
correspond to reasonable, expensive and very expensive 
respectively.
The table above shows that Gulf Arabs rated the United Kingdom 
highly in terms of:
Greenery: None of the Gulf Arabs interviewed found the landscape
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in the United Kingdom to be unsatisfactory. 96.3%
found it to be good or very good.
Furthermore, 28% of Gulf Arabs qualified their 
statements about greenery, such that:
98% considered the United Kingdom's greenery to be
unique. 14.6% considered the United Kingdom's greenery
to be good only outside London.
3.7% considered all Europe to be equally pretty in its 
greenery.
Shopping: Nearly all the Gulf Arabs found the United Kingdom
good for shopping (98.2%).
Tourist Attractions: The vast majority of Gulf Arabs (92.1%) found
the tourist attractions offered by the United Kingdom 
to be good or very good. Nonetheless, 30.8% Gulf
Arabs qualified their statements in the following way: 
12.2% said they do not use the facilities.
11.3% considered the facilities only good outside 
London.
7.3% considered the facilities offered by the United 
Kingdom as predictable and on a small scale.
Nightlife : Over four-fifths of the Gulf Arabs interviewed
considered the United Kingdom nightlife to be good or 
very good (82.6%).
However, 64.6% of the Gulf Arabs interviewed did 
qualify their statements in the following way:
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Relaxation
Aspects o 
* Gulf Arabs
Prices:
Safety:
41.4% said that they do not go out at night.
23.2% considered the nightlife unsuitable for families 
or else not safe.
Therefore all those who qualified their statements did 
not use the night-time facilities in the United 
Kingdom. Thus, much of the previous assessment of the 
UK nightlife as good appears to be based on hearsay 
rather than on direct experience.
: Most Gulf Arabs (72.3%) found the United Kingdom good
for relaxation.
72.6% of Gulf Arabs interviewed further qualified 
their statements:
30.5% considered the greenery and cool weather 
conducive to relaxation.
32.3% considered relaxation good only outside London. 
9.8% found relaxation in the United Kingdom marred due 
to insecurity, unpredictable weather or unfriendly 
people.
the United Kingdom which were relatively poorly rated by 
were:
The clear majority of Gulf Arabs interviewed found the 
United Kingdom to be expensive (72.3%).
Over half (52.2%) considered safety to be poor 
especially since Gulf Arabs found that too much crime
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was emphasised in the media. Some Gulf Arabs 
interviewed had been robbed, mugged or had their homes 
broken into.
People: The British attitude is considered to be unhelpful
towards tourists and from the interviews, it was 
indicated that Gulf Arabs felt that British hostility 
was directed in particular at Gulf Arabs. The 
materialistic attitude of the British and their demand 
for tips was also a common complaint springing up in 
the interviews.
Cleanliness: Over one-third of Gulf Arabs (32.0%) did not find the
United Kingdom clean.
TABLE 4.34
Aspects Liked by Gulf Arabs about the United Kingdom
Aspects % of Favourable Aspects
Climate (Greenery + Weather) 32.7
Shopping 15.8
Developed - Orderly 12.0
Familiar destination 10.5
Catered to Gulf Arabs 9.3
Everything - Relaxing 7.5
Enjoyment facilities 5.1
Culture - Heritage 3.2
People 3.0
99.0
n — 328
Total does not add up to 100 percent because responses 
indicating that nothing is liked about the United Kingdom 
(1 .0%) were not included.
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As shown in Table 4.34, of all the aspects mentioned, greenery and 
weather were most frequently cited by Gulf Arabs as attributes about 
the United Kingdom which they liked (32.7%). Familiarity of the 
destination and its catering to Gulf Arabs accounts for 19.8% of the 
United Kingdom's favourable aspects and is also cited as a preferred 
quality in the United Kingdom by Gulf Arabs. The Gulf Arabs may 
know the destination from prior experience, the language is 
familiar, the destination is catered to Gulf Arabs through the 
provision of Arabic restaurants, shops and entertainment 
facilities. Altogether, the presence of Gulf Arabs creates a 
reassuring environment. Shopping facilities in the United Kingdom, 
attributed to over one-tenth of the destination's favourable 
aspects, are also considered attractive and the destination's
developed infra- and super-structure make it favourable as well.
Another aspect cited by Gulf Arabs as being liked in the United
Kingdom is that the destination is considered relaxing. This may be 
accounted for partly by the United Kingdom's familiarity and partly 
by the climatic conditions conducive to relaxation.
Another positive attribute accounting for 5.1% of the favourable 
aspects associated with the United Kingdom is the enjoyment
facilities offered by the destination whilst 3.2% of the favourable 
aspects is associated with the United Kingdom's culture and 
heritage. Only 3% of the favourable attributes offered by the 
United Kingdom is associated with its friendly people.
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TABLE 4.35
Aspects Disliked by Gulf Arabs about the United Kingdom
Aspects % of Unfavourable Attributes
Unfriendly attitude of British 31.4
High prices 13.6
Nothing 12.0
Lack of security 11.8
Different, permissive culture 7.7
Lack of cleanliness 7 i
Unpredictable weather 5.0
Over-crowdedness 4 9
Small, predictable destination 4.3
97.8*
n = 328
* Total does not add up to 100 percent because the following 
responses were not included: Don't like United Kingdom 1 .1%
Some Gulf Arabs' behaviour 1.1%
The aspect most disliked about the United Kingdom concerns the
attitude of the British accounting for over one-third of the United 
Kingdom's unfavourable aspects (31.4%). Gulf Arabs feel that the 
bad media coverage regarding them portrays Gulf Arabs as excessively 
wealthy and ignorant. They feel the British take advantage of them 
by demanding tips and that they always try to extract as much money 
from Gulf Arabs as possible. Other features considered unfavourable 
about the United Kingdom include, in descending order of pertinence :
1. The high prices, so that Gulf Arabs no longer find the United 
Kingdom a destination that offers value-for-money.
2. Insecurity, especially related to the increasing crime
constantly highlighted in the media.
3. The different culture, where some Gulf Arabs find the European
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way of life too permissive and offending.
4. Lack of cleanliness and pollution.
5. The over-crowdedness. London, in particular, is considered too 
crowded and hectic especially in the summer months.
6 . Small, predictable destination. The attractions (e.g.
funfairs, safaris, zoos) offered by the United Kingdom are seen
as limited.
It is also worth noting that over one-tenth (12%) of the attributes
were not associated with any unfavourable features in the United 
Kingdom.
TABLE 4.36a
Gulf Arabs' Satisfaction with the United Kingdom 
as a Holiday Destination
Satisfaction % of Respondents
Very satisfied 22.6
Satisfied 47.6
Fair 18.0
Dissatisfied 11.9
100.1*
n = 328
* Total does not add up to 100 percent due to rounding.
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TABLE 4.36b
Gulf Arabs' Intention to Return to the United Kingdom
on Holiday
Intention
% of Respondents
Yes, will return 52 4
Yes, return every year 24*1
Yes, will return for short stay only ii\
Maybe will return 5 *8
No, will not return
100
n = 328
As seen from Table 4.36a, over one-tenth of the Gulf Arabs who come 
to the United Kingdom are dissatisfied with it (11.9%), and just 
under one-fifth consider the destination to be 'fair' (18.0%). The 
majority (70.1%) of Gulf Arabs are satisfied with the destination.
Table 4.36b shows that just under a quarter (24.1%) of Gulf Arabs 
come regularly to the United Kingdom and a large percentage (87.8%) 
indicated an intention to return to the United Kingdom.
From the two tables above, it can be seen that more Gulf Arabs will 
return to the United Kingdom than are satisfied with the 
destination. Although they may be unhappy with the destination, 
they will continue to return there for their holidays. The 
familiar' qualities inherent in the destination must therefore, 
override other considerations. Most specifically, since uncertainty 
about the holiday purchase is reduced when Gulf Arabs choose to
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return to the United Kingdom, they would seem to be prepared to 
sacrifice some novelty for the reassurance of a known destination.
Gulf Arabs' Holiday Expenditure:
From the sample of 328 Gulf Arabs interviewed, only 202 chose to 
disclose information regarding their expenditure whilst on holiday 
in the United Kingdom. The figures obtained show that the average 
expenditure per day of a Gulf Arab stands at £130.80. This figure 
is inclusive of all expenses that the holiday tourist undertakes 
whilst on holiday in the United Kingdom.
It has already been established in Chapter 3 that, based on the IPS 
statistics, Gulf Arabs make up the highest spending group of 
tourists to the United Kingdom, so that economically they are the 
single most important market to the destination in terms of value. 
If the average expenditure per day of a Gulf Arab is compared to the 
IPS figure recorded for 1987, the year when the interviews were 
conducted, the IPS average expenditure per day of Gulf Arabs to the 
United Kingdom stands at £83.40. The figures obtained from the Gulf 
Arabs interviewed show that their expenditure is even higher than 
that quoted by the IPS statistics so that Gulf Arabs' economic 
importance becomes all the more significant. Moreover, the IPS 
figures include all Gulf Arabs coming to the United Kingdom 
regardless of their purpose of visit thereby including business 
tourists who are less sensitive to prices and whose higher 
expenditure would cause the average figure to increase. The average 
expenditure relating to the sample population is specific to holiday 
tourism expenditure, and still this figure remains higher than that
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quoted by the IPS. Even if the lowest and highest ten percent 
spenders amongst the sample population are allowed for, the average 
expenditure per day for Gulf Arab holiday tourists to the United 
Kingdom will stand at £97, a figure much higher than that quoted by 
the IPS. It may be argued that the figures obtained during the
interviews are an exaggeration of the actual amount spent whilst the 
IPS figures are more accurate. However, the respondents were more 
likely to be sincere about their comments to a Gulf Arab interviewer 
than to a foreign interviewer. This was found to be the case for 
the researcher witnessed several instances when Gulf Arabs, 
approached for interviews by British Civil Aviation Authority 
interviewers, would give false information deliberately.
Nonetheless, an average expenditure figure does not give an 
indication of the range of values that could exist within it. From 
the expenditure information obtained during the interviews, it has 
been possible to construct a breakdown of these expenditure 
figures. Table 4.37 illustrates that the average expenditure per 
day estimated at £130.77 includes a range as low as £30.05 and as 
high as £771.67 spent per day by Gulf Arab holiday tourists. Under 
one third of Gulf Arabs spend less than £50 per day although the 
fact remains that the majority are heavy spenders. An elaboration 
of iable 4.37 with a finer breakdown of the lowest expenditure 
category is to be found in Appendix 4A.
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TABLE 4.37
A Breakdown of Gulf Arabs' Average Expenditure Per Day
in the United Kingdom
Expenditure Group Average Expenditure 
Per Day
% of Respondents
Less than £50 £ 30.05 27.7
£51 - £100 £ 72.53 35.6
£101 - £200 £134.79 18.8
£201 - £500 £325.30 14.9
More than £500 £771.67 3.0
Average = £130.77 100
n — 202
4.2 Conclusions
The profile of Gulf Arabs' holiday travel behaviour that emerges
shows very strongly a desire to reduce the perceived risk of the 
holiday purchase. On the face of it, Gulf Arabs would appear to 
reduce risk in two ways:
1. Through choice of a 'familiar' holiday destination.
2. By engaging in familiar' behaviour at the holiday destination.
Furthermore, Gulf Arabs do not attempt to reduce uncertainty through
information search concerning their intended holiday destination,
not even through carefully planned preparations leading to their 
departure. On the contrary, any pre-planning of the holiday
purchase and the booking of airline tickets and accommodation was 
shown to occur very close to the departure date.
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Thus, although Gulf Arabs' holiday travel behaviour points to 
attempts at reducing the risk of travel purchase, this is not 
exhibited in search behaviour, i.e., through the collection and 
usage of information. Instead, the reduction of risk is
demonstrated in the travel purchase itself. Uncertainty of purchase 
is not reduced through the acquisition and handling of information 
about the destination and pre-planning preparations for the holiday 
prior to its consumption, but through ensuring that the destination 
is a familiar, non-risky purchase.
These initial findings suggest a need for a much closer and more
detailed examination of the nature of risk reduction in the purchase
of holiday travel. It is to such an examination that the thesis 
turns in the following chapter.
CHAPTER FIVE
RISK REDUCTION AND CAUTIOUS 
INCREMENTAL PURCHASE
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CHAPTER 5
RISK REDUCTION AND CAUTIOUS INCREMENTAL PURCHASE
5.1 Introduction
The findings obtained in the preceding chapter emphasise how Gulf
Arabs reduce risk in the purchase of holiday destinations by
travelling to 1 familiar' destinations. This chapter takes a closer 
look at the concept of perceived risk, its relationship to the 
holiday destination purchase, and examines in greater detail the 
risk-reducing behaviour of Gulf Arabs when confronted with the
purchase of holiday destinations.
5.1.1 Perceived Risk
The role of risk in the consumer decision-making process was first 
recognised by Bauer in 1960 when he drew attention to the phenomenon 
by arguing that :
consumer behaviour involves risk in the sense that any action 
of a consumer will produce consequences which he cannot
anticipate with anything approximating certainty" (1967, p.24).
Cox (1967a, p.6) and Cox and Rich (1967, p.489) elaborated on the 
concept and viewed perceived risk as a function of:
1. Uncertainty: when the consumer may be uncertain as regards the
product purchase, the place purchase, the mode of 
purchase.
2. Consequences : when the consumer may perceive possible adverse
consequences if the purchase is made (or is not 
made) and the result is a failure to satisfy the 
buying goals.
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Consequently, Cox and Rich refined perceived risk to refer to:
the nature and amount of risk perceived by a consumer in 
contemplating a particular purchase decision" (1967, p.489).
Bettman, alternatively, suggests perceived risk is composed of
inherent risk' i.e., the latent risk a product class holds for a 
consumer, and
handled risk' i.e., the amount of conflict the product class is 
able to arouse when the buyer chooses a brand from a particular 
product class (1973, p.184).
Consumers, however, vary their perception of risk from product to 
product, and Cunningham points out that perceived risk is a product- 
specific phenomenon where the context and composition of perceived 
risk can best be understood in terms of the specific product 
category involved (1967, p.108). Adding to the notion that the 
level of risk will vary with the type of product, Bauer has also 
pointed out that risk is a subjective phenomenon:
The individual can respond to and deal with risk only as he 
perceives it subjectively" (1967, p.30).
In essence therefore, the levels of risk will vary with the type of 
product and with the person.
5.1.2 Limitation on Previous Studies of Perceived Risk 
Following Bauer's concept of perceived risk, numerous writers have 
indicated that risk is perceived, and that this perceived risk does 
exert an influence on purchasing behaviour.1 However, evidence
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supporting the relationship between perceived risk and purchasing
behaviour can be considered limiting in two ways :
1. The evidence accumulated concentrates largely on risk reduction 
regarding the purchase of grocery and retail items (Cunningham 
1967, Cox and Rich 1967, Cox 1967b, Bettman 1973, Hoover et al. 
1978, Popielarz 1967), and/or high-expenditure commodities 
e.g., cars, cameras, video recorders (Bell 1967, Popielarz 
1967, Fletcher 1986). Few studies have considered the role of 
perceived risk with regards to an experiential purchase which 
is derived from human interaction. (Matejka 1976, Guseman 1981, 
Mayo and Jarvis 1981, Biehal 1983, Kaplan et al. 1974, Yavas 
1987, Teare 1988).
With products that lean more towards the commodity end of the 
product continuum scale, risk of purchase can be reduced by any 
of the following concrete ways: free sampling, actual sampling, 
money-back guarantee, or warranty slips. These techniques may 
be applied to both high-expenditure and low-expenditure 
purchases. Commodities can also be physically inspected by the 
consumer to reduce uncertainty concerning its purchase. For 
instance, a high-expenditure commodity like a camera can be 
physically handled prior to purchase, and when bought, it can 
include a warranty which guarantees the camera against 
malfunction for a certain period of time. Such reassurances or 
risk relievers' (Roselius 1971) can help reduce risk of 
purchase. As for low-expenditure commodities, for instance 
shampoo, free samples can be distributed prior to purchase to 
reduce uncertainty. In addition, in case the product is
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faulty, money can be reclaimed or the product exchanged. Risk
can therefore be reduced with the purchase of commodity 
products.
As products move further away from being commodity-based and as 
they begin to incorporate human interaction, the purchase 
becomes experiential and so it becomes increasingly impossible 
to sample the product prior to purchase. As products exhibit 
characteristics of intangibility, inseparability, heterogeneity 
and perishability, so the perceived risk involved in their 
purchase increases since they cannot be 'partially' sampled 
(Guseman 1981, Eiglier and Langeard 1977, Zeithaml 1984, 
Matejka 1976, Booms and Nyquist 1981, Andraesen 1983, Churchill 
and Leichty 1983). Both the uncertainty and the consequences 
involved in the purchase increase and 'partial' sampling, which 
may be undertaken to acquire familiarity of the product's 
performance cannot take place. For instance, a hair-cut cannot 
be partially sampled: the consumer either has a whole hair-cut 
or no hair-cut at all. Similarly with a restaurant meal, 
either the whole meal is consumed or no meal is consumed prior 
to purchase. The consumer cannot partially sample the meal.
Therefore, those products whose consumption involve an 
experiential purchase differ from commodity-based products 
because they cannot be sampled prior to purchase. The 
situation of uncertainty and the consequences involved in the 
purchase of experiential products would naturally be magnified 
when this experiential purchase involves a high expenditure
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outlay so that the perceived risk involved in the purchase 
becomes even greater.
2. The relationship between perceived risk and purchasing 
behaviour has concentrated largely on evidence gathered from 
Western consumers. Once again, a scant handful of writers have 
considered the effect of perceived risk on non-Western 
consumers (Hoover et al. 1978, Yavas 1987, Yavas and Tuncalp 
1984). Their studies concluded that perceived risk is viewed 
differently by consumers of different nationalities.
5.1.3 The Case of International Holiday Tourism
International holiday tourism may be hypothesised as an example of 
an experiential, high-expenditure purchase. Consumers cannot go on 
a sample holiday prior to its purchase and so, they seek to reduce 
risk in other ways.
Obtaining 'proxy' information through brochures and other 
promotional literature about a holiday destination is one strategy, 
but it lacks authenticity and reassurance for the consumer. Such 
information may provide the consumer with supplementary knowledge 
about the destination but it does not replace the final benefit and 
satisfaction gained through the experiential consumption of the 
purchase. This can only be conveyed through actual sampling of the 
whole product, which in the case of a holiday destination purchase, 
is the duration of the holiday experience.
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Another way to reduce risk when making a large expenditure on 
products involving interpersonal activities, where the satisfaction 
is derived through experiential consumption, is through 'cautious 
consumption'. Using the holiday destination as an example of such 
products, a theory of 'cautious consumption' is advanced in this 
thesis. The hypothesis is that, in order to reduce risk, the 
consumer purchases holiday destinations which are known to provide 
experiences similar to previous ones known to him. Thus, consumers 
initially visit holiday destinations which are 'familiar', i.e., 
they closely resemble the ambiance of their home environment. In 
other words, when making a high-expenditure purchase of such 
products, consumers seek to reduce risk by consuming new experiences 
incrementally.
Perceived Risk and Holiday Travel:
Although holiday travel is an experiential purchase which involves 
high expenditure, a distinction needs to be noted between the 
purchase of holiday travel and some other experiential purchases. 
Whilst the purchase of holiday travel embodies the intention of a 
pleasurable experience, some other experiential purchases may be 
motivated by necessity and may exclude any pleasurable connotations, 
e.g. medical care, insurance, solicitors. Holiday travel therefore 
holds a unique position, in that, as an experiential product, it may 
differ from other experiential products since it incorporates both
a) a voluntary, pleasurable intention and
b) a high-expenditure purchase.
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All of Matejka, Yavas, Mayo and Jarvis, Holloway and Plant, and 
Moutinho have examined the concept of perceived risk with regards to 
holiday travel. Whilst Matejka (1976) has concentrated on American 
holiday tourists undertaking a domestic holiday, Yavas (1987) 
studied Saudi Arabians' perception of foreign holiday travel and the 
perceived risk associated with such a purchase. Both studies 
discovered differences between high and low risk perceivers of the 
travel purchase.
Yavas concentrated on high-risk perceivers and he isolated four risk 
factors associated with the purchase of travel by Saudi Arabians. 
Risk could be relieved through the destination being an Arab 
country, through the availability of good food, through the 
value-for-money quality of the destination, and through the ease in 
renting a flat at the destination. His study noted that perceived 
risk as regards a travel purchase is high and that the travel 
purchase would entail financial, social, time and ego losses.
Matejka concluded from his study that perceived risk towards a 
travel destination purchase could be reduced by:
1. Prior experience of the travel destination.
2. The physical proximity of the travel destination to the holiday
t tourist's own home.
3. Perception of the travel destination's ability to offer the
attributes desired by the holiday tourist.
Mayo and Jarvis (1981) recognise that due to the intangibility and 
heterogeneity of travel destination purchases, risk and uncertainty
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are especially likely to accompany such purchases. They suggest 
that holiday tourists can reduce perceived risk of a travel purchase 
in any one of the following three ways:
1. Expecting less from the travel experience.
2 . Relying on past experiences at the destination and therefore
opting for a repeat purchase.
3. Acquiring information regarding the intended travel purchase.
Holloway and Plant (1988) also emphasise the high risk and
uncertainty which accompanies a consumer's decision to purchase a 
holiday destination. They suggest that this risk can be reduced in 
ways similar to that suggested by Mayo and Jarvis:
1. Repeat purchasing the same destination.
2. Lowering one's expectations of the product.
3. Maximising on knowledge by seeking as much information about
the destination as possible.
Moutinho (1987) also suggests similar ways of reducing risk when 
purchasing a holiday destination. These include:
1. Expecting less from the holiday destination.
2. Repeat purchasing the same destination.
3. Acquiring tourist information.
4. Purchasing the most expensive product.
5. Relying on government or consumer travel reports.
6 . Relying on tourist guarantees.
In conclusion, it can be seen that given that holiday travel cannot 
be partially sampled prior to purchase and given that it involves a
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high expenditure purchase of an experiential nature, consumers will 
rely on different risk reducing methods when considering such a 
purchase.
Prior Experience and Risk Reduction:
To go hack to the notion of 'cautious consumption' whereby consumers 
purchase products by relying on past experiences with the product to 
reduce risk of purchase, several studies have demonstrated how one 
way perceived risk can be reduced in a purchase is by relying on 
previous experiences and subsequent knowledge of the purchase.2 
This reduces the uncertainty associated with the purchase since the 
consumer would be able to anticipate more clearly what his purchase 
entails. The consumer learns from past experience and buys the
brand that seems most satisfactory, thereby choosing a familiar 
destination. As a result, brand loyalty may develop based on past 
experiences in as much as brand loyalty is one way in which 
consumers could reduce, control or avoid the risk perceived in
purchasing an untried brand (Assael 1984, Mayo and Jarvis 1981).
Familiarity and repeat purchase of a destination may therefore be 
argued to be a form of brand loyalty the purpose of which is to 
reduce the perceived risk through the purchase of a familiar 
destination. Yet, in the light of the 1 cautious incremental 
purchase' hypothesis advanced in this study, holiday tourists do not 
remain totally brand loyal to a travel destination since a prolonged 
state of brand loyalty towards one particular destination may
generate boredom towards the travel experience. Holiday tourists
need to rely on past experiences to incrementally purchase
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destinations yet their reliance on past experiences, which may 
manifest itself in repeat purchase, cannot entirely transform to 
brand loyalty. In this study incremental purchase as a continuum is 
advanced with the continuum representing a stepwise dynamic process 
whereby, in order to activate pleasure, associated with novelty and 
risk, the holiday tourist will have to move along the continuum (be 
it a stepwise move forwards or backwards along the continuum). This 
notion of incremental purchase will be discussed in greater detail 
further on in the chapter.
5,2 Risk Reduction in Gulf Arabs' Purchase of Holiday Destinations 
There is evidence of risk reduction through incremental consumption 
of new experiences in the data on Gulf Arabs' holiday travel 
behaviour. Purchase of the holiday destination points to a risk
reduction process during purchase, where the emphasis lies on 
familiarity of destination, thereby reducing the uncertainty
concerning the holiday experience. The investigation begins with 
the most rudimentary evidence of such cautious or 'incremental' 
consumption, which is provided by data which compare Gulf Arabs' 
ideal , preferred' and 'real' choice of holiday destination.
5-2.1 The Ideal, Preferred, Reality Trichotomy
In the interviews conducted, respondents listed features which they 
regarded as important in a holiday destination. These consisted of 
what Gulf Arabs considered desirable about a holiday destination. 
The responses, therefore, represent features which Gulf Arabs 
ideally seek in a holiday destination since they are general 
features and do not identify with any particular holiday
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destination.
Gulf Arabs were also asked, in the interviews, to name a favourite 
holiday destination together with the reasons why that destination 
was considered a favourite. The responses which were attributed to 
the favourite destination represent features which Gulf Arabs know 
exist and that can be offered in a specific destination which they 
have visited and experienced.
Finally, in the interviews, Gulf Arabs were asked for the reasons 
behind the reality of their holiday choice, i.e., why they chose to 
come to the United Kingdom on holiday.
The responses obtained from those three separate questions may be 
regarded as Gulf Arabs ideal notions of a holiday destination, their 
notions of a preferred destination and the reality of their actual 
choice respectively. Thereafter, these three divisions will be 
referred to as the Gulf Arabs Ideal, Preferred and Reality choices.
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TABLE 5.1
Discrepancy in Gulf Arabs' Notion of an Ideal Destination, 
a Preferred Destination and a Real Choice Destination 
Based on Frequency Counts 
(Listed in Descending Order of Importance)
NOTION OF AN NOTION OF A NOTION OF A
IDEAL DESTINATION PREFERRED DESTINATION REAL CHOICE DESTINATION
FEATURE % OF FEATURE % OF FEATURE % OF
RESPONSES RESPONSES RESPONSES
Weather 16.5 Risk reduction4 25.6 Risk reduction4 58.7
Greenery 13.1 Friendly people 11.4 Weather 8.7
Tourist Greenery 10.1 Shops 7.8
Amenities4+ 13.1 Enjoyment Recommendation 7.4
Variety** 10.1 Facilities44 9.5 Change of Routine 7.1
Relaxation- Weather 8.9 Relaxation 3.6
Tranquillity 7.6 Variety** 8.0 Greenery 3.5
Change of Developed- Business-Work 3.1
Routine 7.5 Orderly 7.2
Risk Relaxation-
Reduction4 7.3 Tranquility 7.0
Recommendation 7.2 Arab-Islamic
Friendly Environment 3.9
People 6.5 Prices 3.7
Culture- No preference 3.1
Monuments 4.5 Culture-Monuments 1.7
Prices 3.3
Arab-Islamic
Environment 3.3
Security 3.1
TOTAL 100 100.1* 99.9*
n = 328 respondents
* Total does not add up to 100 percent due to rounding.
** Variety: Respondents who mentioned variety meant the provision
of both enjoyment facilities as well as shopping 
facilities.
+ Risk Reduction: this concept includes aspects which would
contribute to make a destination 'familiar'. Based on 
the qualitative responses of Gulf Arabs, these 
features would include any combination of the 
following:
- familiar destination due to its repeat purchase
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- habitual purchase of destination
- the presence of friends and relatives at a 
destination
- language ease at destination
destination being a meeting-point, social focus for 
friends
- own home and/or regular check-ups at destination
- studied in destination
- destination catered to Gulf Arabs
- ease of entry and frequent flights to destination.
These qualities in a destination reduce its risk by making it a 
convenient, familiar purchase.
++ Tourist Amenities: by this variable is meant both tourist
amenities and tourist attractions. The latter takes 
the form of enjoyment facilities suitable for both 
adults and children.
++ Enjoyment facilities: here the variables include a
destination being big and spacious and offering 
lively and active entertainment as well as 
enjoyment facilities.
The inference to be draw from Table 5.1 is that although Gulf Arabs 
ideally seek a number of key factors in a holiday destination e.g. 
weather, greenery, tourist amenities, availability of variety 
attractions etc. (in that order of importance), when they have to 
make an actual preference or real choice, they appear to trade-off 
some of these factors for risk reduction. Thus, their hypothetical 
ideal requirements are traded-off for cautious, risk-reducing 
elements. Other factors override risk reducing factors when Gulf 
Arabs are hypothesising about their ideal destination. However, 
when they are confronted with a real purchase, the risk-reducing 
properties in a destination become the most important consideration.
The 'ideal' represents a destination which offers an optimum
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combination of the variables listed in Table 5.1 i.e., it is a 
hypothetical destination which is the best holiday destination 
regardless of whether it actually exists or not. A 'preferred' 
destination, on the other hand is, in effect, a best possible 
destination - a destination which the Gulf Arabs have experienced 
and as a result of which they preferred over all the other 
destinations they have visited. Thus, the trade-offs between 
ideal and preferred' destinations are those involving factors 
which have to be given up since they either do not exist or do not 
exist in combination in reality.
The trade-offs between 'preferred' and 'actual' destinations seem to 
be those involving the substitution of desired satisfactions by 
comfortable, risk-reducing certainties, and so some additional 
features are given up when the reality of choice occurs. The effect 
of making real choices is, in effect, to replace pleasure-seeking by 
comfort. Following Sckitovsky, pleasure (associated with the 
preferred destination), can be considered as a "positive good" 
whereas comfort (associated with the real choice) can be considered 
a negative good" or a freedom from pain, unpleasantness, or 
discomfort (1978, p.59). According to Sckitovsky:
"While comfort hinges on the level of arousal being at or close 
to its optimum, pleasure accompanies changes in the level of 
arousal toward the optimum" (1978, p.71).
Hence, by continually maintaining a comfortable state, pleasure 
would be eliminated since no change in arousal toward the optimum 
occurs. When the consumer chooses a real destination, where the
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overriding consideration is risk-reduction, then the consumer is 
opting for comfort rather than choosing a destination which could 
possibly provide greater pleasure. This is because pleasure can be 
attained only through the sacrifice of comfort for greater risk. 
The preferred destination may exist and the consumer may be aware of 
its existence through previous experience and it would be a source 
of greater pleasure to the consumer than the real choice 
destination. Yet, the consumer, less tolerant of the discomfort of 
risk-taking which may accompany the preferred destination choice, 
settles for the comfort and pain-avoidance of the real choice
destination which involves an even smaller risk in its purchase.
So, although risk-reduçtion is the primary consideration when making 
actual choices, whether preferred or real, there is a trade-off 
between lesser risk reduction that entails pleasure (in the 
preferred choice) and greater risk reduction that leads to comfort 
but which may eliminate pleasure (the real choice).
5.2.2 Risk Enhancement
In the theories concerning perceived risk within consumer behaviour, 
authors have concentrated mostly on the importance of reducing risk
in a purchase. The minimisation of risk to reduce uncertainty of a
purchase is considered a positive action. However, as has been
hypothesised, some uncertainty regarding the holiday purchase 
increases pleasure whereas repetitive purchase, which reduces risk, 
also reduces pleasure.
Cox (1967a, p.9) and Markin (1974, p.528), however, have identified
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the importance of uncertainty and risk in a purchase as being a way 
of relieving boredom. In an under-risky situation, Cox predicts 
that the consumer will engage in a risk increasing behaviour to 
increase the excitement of the consequences. A few writers (Cox
1967a, Markin 1974, Stem et al. 1977, Ross 1975) however,
acknowledge the dearth in research regarding risk enhancement 
behaviour in consumer purchases and they conclude that research into 
how this process operates and under what conditions consumers engage 
in risk enhancement need to be looked at.
Risk reduction therefore is not a cost-less process since it can
carry other costs as well. By concentrating on minimising risk, 
novelty and hence pleasure may also be reduced. Risk and novelty 
are to be found at either end of a scale where the more risk is
minimised, the more novelty is reduced and subsequently, the more
pleasure is sacrificed and lost.
The desire for risk-reducing certainties may involve the purchase of 
a familiar destination. A familiar destination may be one which is
similar to a holiday tourist's home environment or else it can be a
destination which has been previously visited by the holiday
tourist, and so, in effect, becomes a 'familiar' purchase. Repeat 
purchase undertaken to reduce risk can convert itself into a
habit-forming behaviour so that the habit itself becomes
indispensable and a comfort: doing without it becomes uncomfortable. 
Habitual behaviour is engaged in to relieve this feeling of
discomfort.
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Ending this situation of discomfort results in pleasure and leaves 
comfort in its wake (Sckitovsky 1978, p.62). However, this 
pleasurable feeling is a "negative good", i.e., it is the pleasure 
associated with pain-avoidance and the attainment of comfort. This 
is different from the pleasure associated with a greater risk 
purchase, i.e., what is considered a "positive good". Following 
this logic, it can be explained why some destination purchases can 
become habitual long after they cease being positively pleasurable. 
The habit provides pain-avoidance and comfort, i.e. a negative 
pleasure as opposed to the positive pleasure attained through 
excitement and novel experiences.
Therefore, within the incremental consumption hypothesis, another 
hypothesis can be advanced. This is that choices which favour 
familiarity result in greater comfort but less pleasure to be 
derived from the purchase since the element of risk is suppressed.
As a result, novelty of purchasing a destination which has not been 
visited before may entail greater risk of purchase, but it also 
results in greater pleasure derived from the purchase. Popielarz 
(1967) has recognised repetitive purchase behaviour as contributing 
to less pleasure. According to him, the consumer who restricts his 
purchase to products with which he is familiar runs the risk of 
missing some products that would be more satisfying than the one he 
purchases.
An arbitrary distinction exists before comfort converts into 
boredom. Since holiday travel is considered a voluntary purchase
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motivated by a desire for pleasure, repetitive brand loyalty towards 
a destination may generate boredom. Since the purchase is intended 
v0 Pleasurable, holiday tourists will not accept boredom but
instead they will search for pleasure (novelty) and a risky
purchase. It must be noted though that different people have
different thresholds of perceived risk, since the individual can
respond to and deal with risk only as he perceives it subjectively 
(Bauer, 1967). What is pleasurable for one holiday tourist may be 
boring for another.
5.2.3 Incremental Consumption
How, then, does the concept of risk reduction manifest itself in the 
Gulf Arabs' holiday travel behaviour? Going back to the theme of 
cautious, incremental consumption, it has been suggested that 
consumers will reduce risk by purchasing destinations that are 
familiar i.e., which closely resemble the ambiance of home. With 
Gulf Arabs, this theme of familiarity is central to their travel
behaviour and manifests itself in various ways. Before focusing on
the significance which Gulf Arabs lay on familiarity, it is
necessary to clarify the character of man's desire for familiarity 
and to emphasise the generality of such a concept. By voluntarily 
travelling, man is searching for novelty and although newness can be
attractive, too much of it can have an adverse effect and be
bewildering (Sckitovsky 1978, p. xv). Holiday destinations need to
be sufficiently novel in order to be attractive, yet they cannot be 
too novel, since they then become risky and lose some of their
attractiveness. Therefore, destinations must strike a golden mean, 
in the eyes of the tourists, by offering a balance of novelty and
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familiarity. The subjective nature of novelty and familiarity must 
be emphasised however: what is viewed as novel for one tourist may
be familiar to another since not all tourists have the same notion 
of novelty and familiarity. Therefore, what determines these two 
notions for tourists? This depends on a tourist's past experiences
of destinations already visited. Figure 5.1 illustrates the concept 
of incremental purchasing behaviour.
Figure 5.1: Incremental Purchasing Behaviour with Regards to Holiday 
Destinations
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In Figure 5.1, holiday destination purchasing behaviour is seen as a 
stepwise process where risk is reduced by purchasing destinations 
more similar to one's own home environment. Holiday tourists do not 
jump from Destination A  to the purchase of Destination As
immediately. It is through the purchase of Destination A i , A z ,
A3 , A4 that they gradually reduce uncertainty and travel to
destinations increasingly dissimilar from their own home
environment. The actual purchase of one holiday destination 
explains the purchase of the next. A  tourist who has only visited 
Destination Ax and has only his home environment to compare his 
experiences with, may consider Destination A 4 as being too novel 
and hence too risky. On the other hand, a tourist who has reached 
Destination A s  may find Destination A x  too familiar and
therefore non-stimulating.
Through incrementally purchasing destinations, a tourist moves
further away from his own home environment and so his novelty
threshold increases whilst his familiarity threshold decreases. 
Similarly, a tourist with lesser travel experiences will have a 
lower novelty threshold, and for this tourist familiarity is an 
environment very close to his own home environment.
Destination B represents the ideal destination and it is by taking 
small steps via purchase of low-risk destinations, and moving along 
the continuum of destinations, that tourists strive closer towards 
the 'ideal' destination. Whether Destination B will ever be 
attained remains doubtful since it represents an ideal and the 
discrepancy between the ideal destination and any real destinations
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visited will always exist.
Degrees of Risk Reduction and the Importance of Familiarity to
Gulf Arabs' Holiday Travel Behaviour 
Gulf Arabs reduce the risk involved in a major travel purchase by 
travelling to a holiday destination that provides an environment 
which, to an extent depending on the holiday tourists' novelty 
threshold, is similar to already familiar environments. Although 
all Gulf Arabs consider risk reduction in the purchase of their 
holiday destination, there are variations within the Gulf Arabs' 
travel behaviour: 'risk reduction' takes on different meanings.
This point is exemplified more clearly in the SSA plots carried out 
on Gulf Arabs' responses regarding Ideal, Preferred and Real choices 
of destinations. The plots identified regions of variable clusters 
and these regions point to variances within the Gulf Arabs' 
responses.
It has been explained earlier on in chapter 4 that the SSA plots
project the variables in space whereby the closer two variables are
on the plot the more closely linked together they are. It has to be
stressed, though, that the underlying structural pattern of the
configuration is important. The bivariate relationship between one
variable and another may be obtained by looking at the correlation
between these two variables. However, when studying the
multivariate relationship of the variables, the configuration and
the patterns emerging from it are of supreme consequence to the 
analysis.
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Subjective judgement was used to interpret the configuration. This 
judgement was based on the researcher's knowledge of Gulf Arabs and 
personal contact with the respondents. The different regions
identified in the configuration were therefore based on the 
researcher's deeper understanding of the context in which the 
variables were to be interpreted. Having carried out all the
interviews personally, the researcher was equipped with such an 
advantage. Nevertheless, the SSA procedure did impose objective, 
empirical boundaries upon the subjective judgement. It must be 
maintained, however that the results obtained through the SSA 
procedure provided an exploratory analysis which enabled some means 
of classification to the data.
Ideal Notions of a Holiday Destination:
What are the factors which you consider to be important in the 
choice of a holiday destination?
For an ideal destination, a three-dimensional configuration was 
obtained which resulted in a coefficient of alienation of 0.24 for 
the three dimensions. This configuration is illustrated in Figure
5.2 where the three separate response regions which were identified
represent, in effect, three distinct types of perception of what is
an ideal travel destination by Gulf Arabs.
Region 1
Recommendation: variables included within this region are
Recommendation, Increase in Knowledge/Curiosity. 
Here, the responses indicate a leaning by respondents to emphasise 
recommendation and curiosity as important criteria for their ideal
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FIGURE 5.2: GULF ARABS' IDEAL HOLIDAY DESTINATION.
A THREE DIMENSIONAL SSA PLOT OF THE VARIABLES MENTIONED 
AND THE REGIONS IDENTIFIED WITHIN THE CONFIGURATION.
Code for Numbers on the Plots:
1. Shopping
2. Relaxation-Tranquillity/
Not Many Tourists
3. Greenery
4. Language Ease
5. Culture
6 . Familiar Destination
7. Change of Routine
8 . Cool Weather
9. Meeting Point for Friends
10. Children's Enjoyment
Facilities
11. Increase in Knowledge/
Curiosity
12. Safety and Security
13. Friendly People
14. Reasonable Prices
15. Tourist Attractions -
Amenities - Good Nightlife
16. Historic Monuments
17. Arab-Islamic Environment
18. Variety at Destination
19. Recommendation
20. Friends and Relatives at
Destination
21. Family Atmosphere at
Destination
For a list of the coordinates Appendix 5A may be consulted.
Vector 2 Plotted Against Vector 1
0 Region 1: Recommendation
0 Region 2: Reassuring Environment
0 Region 3: Activity Holiday
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choice. Risk is reduced through obtaining and depending on knowledge 
from others as a motivation to choice of a destination. Therefore, 
both the desire for novelty and the search for new destinations is 
satisfied and compromised through a less risky purchase.
Region 2
Reassuring Environment: variables included within this region are
Shopping, Relaxation-Tranquillity, Not many 
Tourists, Language Ease, Familiar Destination, 
Change of Routine, Cool Weather, Meeting Point 
for Friends, Children's Enjoyment, Variety at 
Destination, Friends and Relatives at 
Destination.
Risk reduction is implicit in many of the responses given here. 
Language Ease suggests a form of reducing uncertainty since 
communication can therefore be guaranteed by Gulf Arabs. 
Familiarity of Destination is the biggest risk reducing force since 
it implies a destination previously visited and, therefore, 
knowledge of it has been secured. Friends and Relatives at a 
Destination also reduces uncertainty since it reassures the tourist 
of known people at the destination who already possess knowledge of 
the country. Meeting Point for Friends at the destination gives the 
tourist reassurance as well since, at the destination, there will be 
other familiar people who will re-create the home environment. 
Having reduced uncertainty in any combination of the above ways, the 
Gulf Arab holiday tourist also has to ensure an offer of some 
novelty within this familiar environment. Novelty is provided in
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any combination of the following factors:
Shopping, Relaxation-Tranquillity, Change of Routine, 
Children's Enjoyment, Variety at Destination, Cool Weather. 
Familiarity of destination is the motivator to travel to a
particular destination yet this destination must also offer a cool 
climate and touristic amenities.
Region 3
Activity Holiday: variables included within this region are:
Greenery, Culture, Historic Monuments, Safety and 
Security, Reasonable Prices, Friendly People, 
Tourist Attraction-Amenities, Good Night Life,
Arab-Islamic Environment, Family Atmosphere.
Again, risk reduction is implicit in many of these variables and in
the way in which they are combined. An Arab-Islamic environment
ensures a familiar ambiance. The qualitative data from the 
interviews points to variables such as Culture, Historic Monuments, 
Friendly People, Nightlife, Family Atmosphere at Destination, Safety 
and Security, Prices, as variables which are interrelated with a 
familiar Arab-Islamic culture i.e., they are regarded within a 
familiar context.
The majority of respondents citing such variables view a destination
offering an Arab-Islamic environment to also offer a respectable
nightlife and a familial atmosphere as opposed to a non-Arab/Islamic 
environment which does not. These findings are supported by
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qualitative data elicited by the study. For example, some 
respondents consider Egypt or Turkey as an Arab-Islamic destination 
with a family atmosphere and a nightlife in which all the family 
(including the female members) can partake. However, a destination 
like the United Kingdom does not provide a family atmosphere and the 
nightlife offered is not considered respectable for all the family 
members to join in.
The Arab-Islamic destination, because of its familiarity and 
proximity to the Gulf Arab culture induces a feeling of security and 
greater communication. The people from Arab-Islamic or
Mediterranean destinations (like Greece, Turkey, Cyprus) are 
considered by Gulf Arabs to be friendly since they share closer 
cultural links than people from West European destinations.
The price factor is also related to the above factors. Egypt, 
Turkey, Greece or Cyprus would naturally be less expensive than West 
European destinations like the United Kingdom, France, Switzerland
or Sweden.
Culture and Historical Monuments are to be regarded from an
Arab-Islamic perspective. Gulf Arabs show an interest in a culture 
which they can relate to, i.e., which is familiar, and again the 
qualitative data bears support to this claim since respondents 
identified for instance, Turkish culture with an Arab culture.
Novelty is provided by the presence of Tourist Attractions - 
Amenities, Greenery, Entertainment (Nightlife, Culture etc.).
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In this region, entertainment factors are motivators to travel. 
There is the desire for a scenically different environment from the 
Gulf Arab environment which has to also offer touristic amenities.
It is essential to note that both Region 2 and Region 3 imply 
destinations that have a developed tourist infrastructure. The 
ideal destination must provide all the comforts of a developed 
nation as well as a different climatic environment. By opting for 
such comforts, uncertainty regarding the destination is reduced.
Notions of a Preferred Holiday Destination:
What are your reasons for preferring this particular destination?
A three-dimensional configuration which was obtained resulted in a 
coefficient of alienation of 0.21. The plotted configuration in its 
three dimensions is shown in Figure 5.3 and again, the three 
separate response regions which were identified represent, in 
effect, three distinct types of perception of what is a preferred 
travel destination for Gulf Arabs.
Region 1
Indifferent: this No Preference variable relates to Gulf Arabs
who did not have a favourite holiday destination.
Region 2
Familiar Environment: variables included within this region
are Shopping, Habit-Familiarity of Destination, 
Variety at Destination, Language Ease, Own Flat 
at Destination, Cool Weather, Friends and
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FIGURE 5.3: GULF ARABS' PREFERRED HOLIDAY DESTINATION.
A THREE DIMENSIONAL SSA PLOT OF THE VARIABLES MENTIONED AND 
THE REGIONS IDENTIFIED WITHIN THE CONFIGURATION.
Code for Numbers on the Plots:
1 . Shopping 13. Studied at Destination
2. Relaxation-Tranquillity 14. Clean Destination
3. Habit - Familiar Destination 15. Developed - Orderly
Destination
4. Friendly People
16. Friends and Relatives at
5. Reasonable Prices Destination
6 . Catered to Gulf Arabs - 17. Own Flat at Destination
Meeting Point for Friends -
Ease of Entry 18. Arab-Islamic Environment
7. Variety at Destination 19. Language Ease
8 . Safety and Security 20. Greenery
9. Enjoyment Facilities 21. Seas - Beaches
10. Children's Enjoyment 22. Lively - Active Destinât]
Facilities
23. No Preference
11. Big - Spacious Destination
24. Culture - Monuments
12. Cool Weather
For a list of the coordinates Appendix 5B may be consulted.
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Relatives at Destination, Developed-Orderly 
Destination, Studied There, Catered to Gulf 
Arabs - Meeting Point for Gulf Arabs/Ease of 
Entry to Destination.
Gulf Arabs ensure risk reduction through previous knowledge of the 
destination evident in the variables Habit-Familiarity of 
Destination, Own Flat at Destination and Studied at Destination.
Risk is also reduced through the re-creation of a home environment 
implicit in the variables Friends and Relatives at Destination, 
Catered to Gulf Arabs - Meeting Point for Gulf Arabs.
The closer link with a destination on political, historical grounds 
may be regarded as a risk-reducing quality. Variables which point 
to this include Language Ease and Ease of Entry into a Destination.
In addition. Gulf Arabs ensure that a destination has a developed 
infrastructure to cope with tourism since they can therefore reduce 
uncertainty concerning a destination through the presence of 
comforts. It is through the attributes of a Developed and Orderly 
Destination that such uncertainty is minimised.
Novelty is ensured through the variables Shopping Facilities, 
Variety at Destination and Cool Weather.
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Since Gulf Arabs wish to reduce risk of purchase, they travel to 
familiar destinations. In order to further eliminate the 
uncertainty of purchase, they opt for destinations that are
developed. Sckitovsky's comment may be applicable to Gulf Arabs in
this case, for as he has pointed out, those that have become "less 
tolerant of discomfort...will rather have less tension and less 
pleasure, and so opt for more sedate stimulation" (1978, p.76).
Region 3
Entertainment Holiday: variables included within this region
include Reasonable Prices, Tranquillity-
Relaxation, Arab-Islamic Environment, Greenery,
Enjoyment Facilities, Children's Enjoyment
Facilities, Lively-Active Destination, Big 
Spacious Destination, Culture - Monuments, Seas - 
Beaches, Clean Destination, Safety and Security,
Friendly People.
Gulf Arabs reduce risk of purchase through the presence of a 
familiar ambiance at the destination. This is ensured by an
Arab-Islamic environment.
Reasonable Prices means that there is a lesser expenditure risk
whilst the presence of Friendly People ensures communicative ease 
and reduces the uncertainty of a hostile environment thereby
contributing to a Relaxing and Tranquil holiday experience.
Increasing comfort and opting for a developed destination which
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provides Cleanliness, Safety and Security is also another way of 
reducing risk.
The presence of Enjoyment Facilities and/or Children's Enjoyment in 
a Big, Spacious and Lively-Active Destination provides novelty 
within a developed environment therefore reducing risk of purchase
of the holiday destination.
Culture and Monuments, within an Arab-Islamic context which Gulf 
Arabs can identify with, adds a novelty dimension to a destination
whilst maintaining its familiarity.
Seas and Beaches and Greenery provide a climatic novelty offering a 
change from the Gulf region's climate. Although seas and beaches do 
exist in the Gulf, it is the novelty of a foreign environment which 
is being sought so that seas and beaches in other destinations are 
considered more stimulating than if they were located in the Gulf 
Arab's home environment.
Altogether, Region 2 is identified with variables pointing to the 
presence of entertainment activities within a secure, scenic 
destination which can also be considered 'familiar' in some sense.
Reality of Choice:
Why did you choose to come to the United Kingdom?
A three-dimensional configuration was obtained which resulted in a
coefficient of alienation of 0 .20. Four regions within the 
configuration were identified and these four regions are shown in
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Figure 5.4 where the configuration in its three dimensions is 
presented. The four response regions represent, in effect, four
distinct types of perception of why Gulf Arabs choose to come to the 
United Kingdom.
Region 1
Non-Holiday Purposes: this variable relates to responses given by
the Gulf Arabs interviewed who had no choice in
coming to the United Kingdom. They came to the 
United Kingdom for obligatory Business-Study
purposes.
Region 2
Relaxation Holiday: variables included within this region are
Greenery, Freedom of Destination - Relaxation,
Change of Routine - Desire for Variety in
Destination Choice.
Gulf Arabs who chose any combination of these variables are seeking 
novelty. Yet they wish to have a change which can be provided
within a familiar destination. In reality, the fact that they have 
come to the United Kingdom maintains for them a balance between the 
new and the familiar. For Gulf Arabs the United Kingdom represents 
Europe and so a new environment is guaranteed since it can provide a
cool climate, a carefree society and a different setting. Yet
language familiarity is guaranteed and it is the destination in 
Europe which is most catered to Gulf Arabs, so that familiarity, and 
ultimately, risk reduction has been secured in the purchase.
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Gulf Arabs opting for a combination of these variables have 
incorporated a change within a 'safe' purchase.
Region 3
Curiosity: variables included within this region are
Recommendation, Everyone Been to the United 
Kingdom, Educational - To See Europe.
Those who have cited any combination of these variables as their 
reason for the purchase of the United Kingdom have reduced 
uncertainty of the purchase by relying on word-of-mouth and other 
people's experiences of the destination. Their novelty requirement 
has been satisfied by combining a new destination with one that has 
a familiar setting i.e., a destination already frequented by other 
Gulf Arabs and politically and historically familiar to all Gulf 
Arabs.
Region 4
Home Environment: variables included within this region consist of
Own Flat at Destination, Language Ease, Habit, 
Familiar Destination, Meeting Point for Friends, 
European Destination Catered to Gulf Arabs, Ease 
of Entry, Family Comes - Visit Friends and 
Relatives, United Kingdom replaced Beirut, 
Medical Good - Check Ups, Shops, Cool Weather.
Risk is reduced through previous knowledge about the destination
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FIGURE 5.4: GULF ARABS' REAL CHOICE OF A HOLIDAY DESTINATION,
A THREE DIMENSIONAL SSA PLOT OF THE VARIABLES MENTIONED 
AND THE REGIONS IDENTIFIED WITHIN THE CONFIGURATION.
Code for Numbers on the Plots:
1. Own Flat at Destination 11. Shopping
2 . Language Ease 12. Business - Study
3. Greenery 13. Habit
4. Cool Weather 14. Relaxation - Freedom of
Destination
5. Ease of Entry
15. Recommendation
6 . Medical Good - Check Up
16. Change of Routine - Des
7. Meeting Point for Friends for Variety
8. Family Comes - Visit
Friends and Relatives
9. Familiar Destination
10. European Destination
Catered to Gulf Arabs
17.
18.
19,
United Kingdom replaced 
Beirut
Everyone been to United 
Kingdom
Educational - to see Europe 
For a list of the coordinates Appendix 5C may be consulted.
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gained by repeat purchasing the destination so that it becomes a 
Habitual purchase and a Familiar destination. The possession of a 
second home at the destination also means that it is a frequently 
purchased holiday destination.
The re-creation of a home environment through social gatherings can 
also reduce the perceived risk of the destination purchase. 
Variables that imply this Gulf Arab re-created atmosphere include 
the United Kingdom Replaced Beirut, Meeting Point for Friends, 
accompanying Family Coming to the United Kingdom or Visiting Friends 
and Relatives at the Destination.
The Language Ease and Ease of Entry into the Destination imply 
closer links with the United Kingdom therefore making it a less 
risky destination. Familiarity within a novel 'European' setting is 
also ensured by regarding the United Kingdom as a European 
Destination Catered to Gulf Arabs' needs. The United Kingdom's Cool 
Weather provides it with a climatically novel setting whilst the 
presence of shops and the availability of good Medical facilities 
imply that the destination can offer a comfortable standard through 
the provision of amenities.
Most of the variables in Region 4 reinforce the theme of 
familiarity. Coming to the United Kingdom has become a habit and 
breaking the habit, i.e., doing without it, becomes uncomfortable
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and painful, so that rather than the purchase being pleasurable, it 
becomes a pain-avoidance (Sckitovsky 1978, pp.129-131).
5.3.1 Evidence of Risk Reduction Within the SSA Response Regions 
There is evidence of cautious or 1 incremental' consumption through 
risk reduction amongst Gulf Arabs even at the very elementary level 
of frequency counts of responses related to factors resulting in 
their Ideal, Preferred and Real Choice destination as was 
demonstrated earlier on through Table 5.1. It was found that risk 
reduction became the primary consideration when making actual 
choices and that pleasure is sacrificed for comfort and greater risk 
reduction. A picture of the importance of risk reduction which was 
illustrated in Table 5.1 is succinctly summarised in the following 
table.
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TABLE 5.2
Trade-off in Behaviour as Gulf Arabs Move from a Notion 
of an Ideal Destination to that of a Preferred Destination 
and Finally to the Reality of Choice 
(Based on Table 5.1)
Ideal Representing 
Hypothetical Choice
Preferred Representing 
Best, Possible Choice
Reality Representing 
Actual Choice
GREAT RISK IS RISK REDUCTION THROUGH RISK REDUCTION OVER­
CONSIDERED. ELEMENT FAMILIARITY MOST RIDING CRITERION
OF FAMILIARITY IMPORTANT CRITERION WHICH OVERWHELMS
MENTIONED AS A g» CITED AS REASON r NOVELTY AND RESULTS
MINOR CRITERION, FOR ENJOYMENT OF IN COMFORT, THEREBY
THEREBY ENVISAGING DESTINATION. REDUCING PLEASURE.
MAXIMUM STIMULATION NEVERTHELESS FAMILIARITY
THROUGH NOVELTY. IS ENTWINED WITH 
OTHER FACTORS WHICH 
STIMULATE NOVELTY AND 
THEREFORE INTRODUCE RISK.
The same pattern of trading-off pleasure for comfort is continued 
when each of the responses linked to Gulf Arabs' Ideal notion of a 
destination, their responses linked to a Preferred destination and 
their responses resulting in an Actual Choice of a destination are 
subjected to correspondence analysis after their classification into 
regions using SSA plots.
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The SSA response regions identified for the Ideal, Preferred and 
Real Choice destination include the following:
For respondents' Ideal notion of a destination, three regions
corresponding to the responses given could be identified.
- Recommendation Region
- Reassuring Environment Region
- Activity Holiday Region
For the main reasons leading to respondents' preference of a
destination, again three regions corresponding to the responses
given could be identified.
- Indifferent Region
- Familiar Environment Region
- Entertainment Holiday Region
Responses behind the actual reasons for respondents' choice of a 
real destination could be divided into four separate regions which
include:
- Non-Holiday Purposes Region
- Relaxation Holiday Region
- Curiosity Region
- Home Environment Region
Correspondence analysis provides a pictorial representation of the 
relationship between groups, individuals or categories. Thus Table
5.3 shows such a relationship between the Ideal holiday destination, 
the Preferred holiday destination and the Real holiday destination
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in a condensed single table. A graphic display of the individual 
relationships between the Ideal-Preferred, the Ideal-Reality and the 
Preferred-Reality representation has been provided in Appendix 5D.
Table 5.3
Association Between the SSA Plots' Configuration and the 
Ideal Vs Preferred Vs Real Choice Destinations, 
as Borne Out by the Correspondence Tables' Plots
IDEAL HOLIDAY 
DESTINATION
PREFERRED HOLIDAY 
DESTINATION
REAL CHOICE 
OF DESTINATION
REASSURING FAMILIAR HOME
ENVIRONMENT ENVIRONMENT 1TMVT P nMMVM'P£iN V IKUNnZiN 1
RELAXATION
HOLIDAY
ACTIVITY
HOLIDAY
RECOMMENDATION
ENTERTAINMENT
HOLIDAY
INDIFFERENT
NON-HOLIDAY
PURPOSES
CURIOSITY
It is significant to note the following relationships from the 
correspondence analysis:
1. 'Reassuring Environment' as a factor in the Ideal holiday 
destination is linked to 'Familiar Environment' as a factor in 
the Preferred destination, and to 'Home Environment' as a 
factor in the choice of a Real destination.
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2. 'Activity Holiday* as a factor in the Ideal holiday 
destination, 'Entertainment Holiday' as a factor in the 
Preferred holiday destination, and the 'Non-Holiday' factor in 
the Real destination choice are closely related to one another.
3. 'Recommendation' as a factor in assessing an Ideal holiday 
destination is linked with 'Indifferent' as a factor in the 
Preferred holiday destination and to 'Curiosity' as a factor in 
the Real choice of a destination.
'Relaxation* as a factor in the Real choice of a destination can be 
regarded as a borderline region since:
i. It can be considered to relate to the 'Home Environment' factor 
in the Real destination choice, and therefore to also relate to 
the 'Familiar Environment' factor in the Preferred holiday 
destination and to the 'Reassuring Environment' factor in the 
Ideal holiday destination.
ii. It can also relate to the 'Entertainment Holiday' factor in the 
Preferred holiday destination and to the 'Activity Holiday' 
factor in the ideal holiday destination.
Therefore, from the correspondence analysis of the SSA regions, it 
can be seen that there is consistency in choices of an Ideal
destination, a Preferred destination and an Actual destination.
The 'Reassuring Environment' response region in the Ideal
corresponds to the 'Familiar Environment' region in the Preferred 
and to the 'Home Environment* region in the Reality. The three
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response groups represent risk reduction as a predominant factor in 
the choice of a holiday destination, whether it is with regards to 
an Ideal destination, a Preferred destination or an Actual 
destination.
Responses in the Ideal which comprise the 'Activity Holiday' region 
correspond to responses in the Preferred which comprise the 
'Entertainment Holiday' region, and these responses in turn
correspond to the 'Non-Holiday' region in the Reality. Responses
falling within the latter region relate to those who have had no 
choice in coming to the United Kingdom, and so, had the choice been 
offered, those whose responses indicated a non-holiday motive in the 
Real situation would in a situation of choice prefer to travel to a 
destination where the emphasis is on an environment which offers 
entertainment. In the Ideal situation their responses would also 
correspond to a preference for an activity holiday.
'Relaxation' as a factor in choosing a Real holiday destination
seems to correspond to all of the Reassuring-Familiar-Home 
environment response groups as well as to the Activity-Entertainment 
response groups. One explanation for this is that 'Relaxation' has 
different meanings. For some, relaxation is attained through 
tranquillity and familiarity of a destination, hence correspondence 
with the Reassuring-Familiar-Home environment groups.
For others, relaxation is attained through entertainment within a 
familiar ambiance, hence the relation between 'Relaxation' in the
Real choice destination and Activity-Entertainment holiday in the
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Preferred and Ideal holiday destinations.
'Recommendation' as a factor in assessing an Ideal holiday
destination is linked with 'Indifferent' as a factor in assessing a
Preferred holiday destination and with 'Curiosity' as a factor when 
the Actual destination is assessed. This is consistent, however, 
since those who Ideally prefer a destination because of 
recommendation will be indifferent to any particular destination and 
will, in reality, visit a destination in order to verify whether the 
recommendation is valid.
A closer examination of the SSA response groups provides further 
evidence of the discrepancy between Ideal, Preferred and Real/Actual 
destinations and how the emphasis is seen to shift from pleasure-
seeking to risk-reduction through the sacrifice of pleasure for
comfort. This can be observed through a breakdown of the SSA 
regions' cumulated frequency counts which is given in Table 5.4.
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TABLE 5.4
Breakdown of SSA Regions' Frequency Counts*
IDEAL % OF 
DESTINATION RESPONSES
PREFERRED
DESTINATION
% OF 
RESPONSES
REAL
DESTINATION
% OF 
RESPONSES
REASSURING
ENVIRONMENT
49.0 FAMILIAR
ENVIRONMENT
45.1 HOME
ENVIRONMENT
RELAXATION
HOLIDAY
75.2
14.2
ACTIVITY
HOLIDAY
43.8 ENTERTAINMENT
HOLIDAY
51.9 NON-HOLIDAY
PURPOSES
3.1
RECOMMENDATION 7.2 INDIFFERENT 3.1 CURIOSITY 7.4
TOTAL 100 100.1** 99.9**
Based on total frequency counts of responses falling in each 
SSA region.
Totals do not add up to 100 percent due to rounding.
As shown in Table 5.4, the 'Reassuring Environment1 response group 
within the SSA response region pertaining to an Ideal holiday
destination is the one which is predominantly risk reducing. The
'Activity Holiday' response region is the one where entertainment, 
and therefore, novelty is sought, although this novelty is 
nonetheless within a familiar setting. The 'Recommendation'
response group is also concerned with the search for novelty.
However, if the frequency counts are included, it can be seen that 
the responses supporting familiarity (Reassuring Environment =
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49.0%) are almost equal to those supporting novelty (Activity 
Holiday + Recommendation = 51.0%). Thus, nearly half the responses 
of those Gulf Arabs interviewed indicated a desire for familiarity 
in the Ideal destination, whilst the other half indicated a desire 
for novelty and pleasure over risk-reduction.
Moving from the Ideal choice of a destination to reasons for a 
Preferred destination, Novelty has a noticeably larger number of 
responses than Familiarity and Risk Reduction (Novelty represented 
by Entertainment Holiday = 51.9% whilst Familiarity represented by 
Familiar Environment = 45.1%). Thus, as far as a favourite possible 
destination is concerned, more responses pointed to Novelty, 
symbolised by the 'Entertainment Holiday' SSA region, as indicative 
of pleasure at a destination. A small minority of responses were 
indifferent to a favoured destination and so gave no reasons.
However, as the choice of a destination becomes a Reality, an 
overwhelmingly large percentage of the responses is concentrated in 
the SSA response region of 'Home Environment* (75.2%) i.e., more 
than three-quarters of the responses point to the familiarity of a 
destination as being important to actual choice. Novelty, which 
shared nearly an equal status with Familiarity when an Ideal 
destination or even a Preferred destination was considered, dwindles 
in importance when the Actual choice of a destination has to be made 
and choice of a destination becomes reliant on risk reducing 
features.
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The 'Non-Holiday' response group and a percentage of the 'Relaxation 
Holiday' response group (since this last group is a border line 
case) can be considered to correspond with the responses which 
indicate a desire for novelty. These two regions together make up a 
minor percentage of the responses in comparison with the 'Home 
Environment' response region. 'Curiosity' as a response group also 
accounts for a small percentage of the total responses.
Novelty and familiarity are considered of equal importance in the 
choice of an Ideal holiday destination. Yet, the responses show 
that Gulf Arabs preferred a destination because of the novelty and 
therefore pleasure it had" to offer. Despite their knowledge of a 
destination which could offer more pleasure and their desire for 
more pleasure. Gulf Arabs' responses show that in the choice of a 
Real destination, pleasure is sacrificed for the comfort of 
familiarity where the risks involved in the purchase are minimised.
These findings lend support to the hypotheses advanced, i.e., 
consumers purchase holiday destinations which are known to them, 
i.e., destinations that are familiar, in order to reduce risk of 
purchase. However, in doing so, although familiarity of choice 
could lead to greater comfort, less pleasure is derived from the 
purchase precisely because the risk element has been reduced.
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5.4 Indicators of Gulf Arabs' Different Novelty-Familiaritv 
Thresholds
Infrequent Vs. Frequent Gulf Arabs' Holiday Travel Behaviour:
It has already been established that what determines the degree of 
novelty and familiarity for any holiday tourist depends on that 
tourist's past travel experience. Going back to the incremental 
purchase process in Figure 5.1, a tourist who has only visited 
Destination A, and has only his home environment to compare his 
experiences with, may consider Destination A< as being too novel. 
On the other hand, a tourist who has experienced Destination As 
may find Destination Ai too familiar and therefore 
non-stimulating. A holiday tourist, through incrementally
purchasing destinations, moves further away from his own home 
environment and so the capacity for his novelty threshold increases, 
whilst that for his familiarity threshold decreases. Similarly, a 
tourist with lesser travel experiences will have a lower novelty 
threshold and for this tourist familiarity means an environment very 
close to his home environment. To illustrate some of the Gulf
Arabs' holiday travel behaviour in this respect, the SSA plot of 
Reasons for Choosing to Come to the United Kingdom (Reality), which 
identified four response regions, will be used. Although the 
regions identify variables which correspond to responses given by 
the Gulf Arabs, these response regions represent, in effect, views 
of types of Gulf Arabs. Thus:
1. The 'Home Environment' region identifies responses which 
indicate familiarity as the reason for coming to the United
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Kingdom. These responses represent, in effect, a type of Gulf 
Arab who emphasises familiarity as an important aspect to
coming to a destination.
2. The 'Relaxation Holiday' region identified responses which 
include tranquillity variables as reasons for their coming to 
the United Kingdom. These responses represent a type of Gulf 
Arab who emphasises relaxation as an important criterion to 
coming to a destination.
3. The 'Curiosity Holiday' region includes responses which
identify variables such as recommendation and curiosity. These 
responses would represent a type of Gulf Arab who emphasises
curiosity as an important criterion for choosing a holiday
destination.
4. The 'Non-Holiday' region includes obligatory variables as
reasons for coming to the United Kingdom. These responses 
represent a type of Gulf Arab who has come to the United
Kingdom for non-holiday purposes and has had no choice in 
travelling to the destination.
By carrying out correspondence analyses between these 'types' of 
Gulf Arabs who have come to the United Kingdom, and other variables, 
the hypotheses of incremental purchase of destinations can be
further tested. Throughout this chapter evidence obtained from the 
correspondence analysis will be illustrated by providing a table 
which plots both the column and row variâtes jointly in order to
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highlight the relationship between the two variables concerned. By 
analysing the graphical display provided on the resultant joint plot 
which identifies the row and column variâtes, the relationship 
between the categories on each plot is explored.
In Figure 5.5, which plots the variable Number of Times Gulf Arabs 
have Visited the United Kingdom against the variable Reasons for 
Choosing to Come to the United Kingdom, a distinction is clearly 
established between first time holiday tourists to the United 
Kingdom and repeat holiday tourists. First time tourists are those 
Gulf Arabs whose responses are grouped under the SSA region of 
'Curiosity1. The other SSA response regions which include 'Home 
Environment', 'Relaxation Holiday' and 'Non-Holiday purposes' are 
relevant to repeat tourists since these 'types' of Gulf Arabs have 
visited the United Kingdom previously.
Figure 5.5 clearly illustrates the incremental purchase hypothesis. 
The 'Curiosity' group is identified as comprising first time 
tourists to the United Kingdom who, because of their first time 
purchase of the destination, are undertaking a risk, but it is a 
risk which they are prepared to take in order to satisfy their 
curiosity. Those coming for 'Relaxation' have been to the United 
Kingdom previously. They have come to the United Kingdom because 
its familiarity offers relaxation, i.e., comfort. They do not 
choose to undertake a risky purchase and so, to reduce risk, they 
opt for the comfort of a familiar destination.
Those coming to the United Kingdom because the destination offers a
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'Home Environment' choose the destination precisely because it
provides a familiar ambiance. They opt for minimal risk in their
purchase and their choice contains very little risk because their
frequency of travel to the United Kingdom (5 - 30 times or 30 times
and more) has provided them with a familiar environment. Since they 
have frequently repeated their purchase of this destination, those 
coming to the United Kingdom for a 'Home Environment' incur minimal 
risk of purchase.
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n o n - h o l i d a y
REPEAT HOLIDAY PURCHASERS: FIRST TIME HOLIDAY
LITTLE RISK INVOLVED IN PURCHASERS:RISK
PURCHASE INVOLVED IN PURCHASE
RELAXATION
R2
Cl
1-4 TIMES
MORE THAN 30 TIMES
Q  R1 HOME ENVIRONMENT
FIRST TIME 
C4
R3
CURIOSITY
C2 5-30 TIMES
FIGURE 5.5: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) NUMBER OF TIMES GULF ARABS HAVE VISITED THE UNITED 
KINGDOM Vs
(Row) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS----2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.3074 97.4831 372.927 6 0.0000
2 0.0076 2.4180 7.772 4 0.0992
3 0.0003 0.0989 0.317 2 0.8543
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 97.5%
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Figure 5.6 is a correspondence table which plots Frequency of Gulf 
Arabs' Holiday Travel against Reasons for Choosing to Come to the 
United Kingdom. The table shows those coming to the United Kingdom 
for 'Relaxation' and 'Home Environment' as regular tourists who 
travel on holiday at least every alternate year. Those who have 
come for 'Non-Holiday purposes' and those who have come for 
'Curiosity' are infrequent tourists who do not undertake holiday 
travel on a regular basis.
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C3
TRAVEL 
EVERY OTHER YEAR
C4
TRAVEL MORE 
THAN ONCE A YEAR
R2
RELAXATION
Ai
HOME ENVIRONMENT C2
R3
CURIOSITY
Cl
TRAVEL 
EVERY YEAR
TRAVEL
INFREQUENTLY
t FREQUENT HOLIDAY 
i  PURCHASERS
INFREQUENT HOLIDAY 
PURCHASERS
A4
NON-HOLIDAY
FIGURE 5.6: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) FREQUENCY OF GULF ARABS' HOLIDAY TRAVEL Vs
(Row) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.1051 97.1273 112.742 6 0.0000
2 0.0031 2.8543 3.141 4 0.5368
3 0.0000 0.0184 0.020 2 0.9907
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 97.1%
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Therefore, of the four SSA response groups, it can be concluded that 
the 'Non-Holiday' and the 'Curiosity' response groups are infrequent 
holiday tourists who could be expected to exhibit low novelty - high 
familiarity thresholds. The frequent holiday purchasers, who
include those who come to the United Kingdom for 'Relaxation' and 
'Home Environment', however, would be expected to have a lower 
familiarity threshold and a higher novelty capacity. The 
'Non-Holiday' and 'Curiosity' response groups are, in effect, those 
Gulf Arabs who have not travelled very far along the proposed travel 
destination continuum. They therefore choose destinations closer to 
their own home environment and they exhibit a greater attachment to 
familiarity of destination when they do travel on holiday. The 
'Relaxation* and 'Home Environment' response groups, however, 
represent those Gulf Arabs who, because of frequent visits to the 
United Kingdom, can regard it as equivalent to a 'Home Environment'.
To refer back to the figure of the travel destination continuum 
which illustrates incremental purchase (Figure 5.1), all the Gulf 
Arabs who have chosen to come to the United Kingdom are located 
along the same point on the travel destination continuum. A 
distinction, however, can be hypothesised between infrequent and 
frequent holiday tourists: there is a lower probability that
infrequent tourists have been to destinations less familiar than the 
United Kingdom, i.e., a West European destination. On the other 
hand, there is a higher probability that frequent holiday purchasers 
have travelled to destinations less familiar than their home 
environment.
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This claim may be tested by examining the correspondence analysis on 
the four SSA response regions for Reasons for Choosing to Come to 
the United Kingdom against Other Countries Visited. The 
relationship between these two variables can be seen in Figure 5.7.
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FAR EAST
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RELAXATION *3 MEDITERRANEAN 
COUNTRIES
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OTHER
COUNTRIES
HOME
W. EUROPE W  ciENVIR0N
*  <3 
MIDDLE-EAST CURIOSITY ,
N.AMERICA*
FREQUENT HOLIDAY TOURISTS: 
COUNTRIES VISITED ARE LESS 
FAMILIAR TO TOURIST'S 
' HOME ENVIRONMENT
INFREQUENT HOLIDAY JOURISTS: e UK ONLY 
COUNTRIES VISITED HAVE CLOSE 
RESEMBLANCE TO HOME ENVIRONMENT
c+
NON-HOLIDAY
FIGURE 5.7: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) OTHER COUNTRIES VISITED
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0589 97.4477 247.895 9 0.0000
2 0.0011 1.8925 4.674 7 0.7018
3 0.0004 0.6598 1.629 5 0.8976
MOST OF THE VARIANCE IS ACCOUNTED FOR BY THE FIRST DIMENSION i.e., 
97.4%
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A distinction is made between infrequent holiday tourists and the 
frequent holiday tourists. The infrequent tourists, characterised 
by the 1 Curiosity1 and 'Non-Holiday purpose1 response groups, 
mention visiting destinations like the Middle-Eastern countries, the 
Mediterranean countries (Turkey, Cyprus, Greece) and the United 
Kingdom. Thus, the destination furthest away from their familiar 
home environment which they have so far visited is the United 
Kingdom. The Mediterranean countries are considered by these 
tourists as offering a familiar ambiance. Turkey is Islamic, and 
together with Greece and Cyprus, these destinations offer a similar 
way of life, similar foods and a familiar ambiance to that which 
Gulf Arabs are accustomed to. The Middle East, which includes 
Egypt, North Africa, Jordan, Syria (destinations named by the 
respondents during the interviews) also offer a naturally Arab, and 
thus, familiar environment. All these destinations are also 
geographically close to the Gulf. The frequent tourists, on the 
other hand, have a wider experience of different travel 
destinations. Their familiarity threshold is lower as a result of 
incremental purchase. They have ventured to destinations which 
offer less and less of a familiar ambiance and so, their spectrum of 
visited destinations includes a wider range spanning West Europe, 
North America, the Far East and other destinations, e.g. Kenya, 
Brazil (individual countries named by the respondents themselves). 
Thus, it can be inferred that greater frequency of travel has given 
this group a higher novelty threshold.
Since the infrequent tourists do not travel on holiday regularly, 
when they do, they visit destinations that provide an atmosphere
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similar to their home environment ; their preferences are also for 
destinations that provide a familiar home ambiance since their 
novelty threshold is very low. This point is borne out in Figure 
5.8 which plots the two variables Reasons for Choosing to Come to 
the United Kingdom and Favourite Holiday Destination. What emerges 
is that the infrequent tourists, characterised by the 'Curiosity' 
and 'Non-Holiday' response groups, prefer destinations such as the 
Middle-Eastern countries, the Mediterranean countries or else 
manifest no preference.
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FREQUENT HOLIDAY TOURISTS'
U
NON-HOLIDAY 
INFREQUENT HOLIDAY TOURISTS'
PREFERENCE FOR DESTINATIONS 
LESS FAMILIAR TO THEIR OWN
PREFERENCE FOR DESTINATIONS 
SIMILAR TO THEIR OWN HOME
HOME ENVIRONMENT ENVIRONMENT
95
MIDDLE-EAST
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W.EUROPE
R3
MEDITERRANEAN
a  “ fo.AMERICA
COUNTRIES
HOME ENVIRONMENT
C2
R2 RELAXATION 
UK
CURIOSITY 0  
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NOTE: Responses citing ’other destinations’ (Malaysia, Australia,
Brazil) as their favourite holiday destination were discarded since 
this category was considered an outlier.
FIGURE 5.8: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) FAVOURITE HOLIDAY DESTINATION
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0730 75.0089 82.235 8 0.0000
2 0.0165 17.0058 18.106 6 0.0063
3 0.0078 7.9853 8.464 4 0.0749
THE FIRST TWO DIMENSIONS ACCOUNT FOR MOST OF THE VARIANCE i.e., 92%
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On the other hand, the frequent tourists prefer non-Arab 
destinations such as the United Kingdom, West Europe, North America 
since their need for familiarity is less strong because they have
built up a higher novelty threshold as a result of their incremental
purchase of holiday destinations. The following diagram
encapsulates the idea of incremental purchase through frequency of
travel.
Figure 5.9: INCREMENTAL PURCHASE OF HOLIDAY DESTINATIONS THROUGH 
FREQUENCY OF TRAVEL
H O M E
E N V I R O N M E N T
IDEAL
D E S T I N A T I O N
DESTINATION DESTINATION DESTINATION
A*
D E S T I N A T I O N
A4
DESTINATION
AS
D E S T I N A T I O N
INFREQUENT HOLIDAY 
TOURISTS
FREQUENT HOLIDAY 
TOURISTS
DESTINATIONS CLOSER 
TO HOME ENVIRONENT
DESTINATIONS OFFERING 
LESS FAMILIAR ENVIRONMENT
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A Middle Eastern destination for a frequent tourist would prove too 
familiar, and therefore, non-stimulating just as Sweden would prove 
too novel and intimidating for the infrequent tourist. It is 
interesting to note that during the interviews, respondents who had 
not travelled widely would consider Turkey to be a West European 
destination. The frequent tourists, however, because of their high 
novelty threshold, considered Turkey as part of the Middle East 
since they viewed it as a destination very similar to their home 
environment.
Figure 5.10 shows another difference between frequent and infrequent 
tourists by plotting the variable Reasons for Choosing to Come to 
the United Kingdom against that of How Gulf Arabs Structure their 
Holiday. The infrequent tourists, with a lesser novelty threshold 
and a lesser experience in travel (represented by the 'Curiosity' 
and 'Non-Holiday* response groups), choose a one-destination stop 
whereas frequent tourists incorporate several destinations within 
their holiday itinerary since travel is regarded as a frequently 
embarked upon purchase. The SSA response groups identified with 
frequent tourists, i.e., the 'Home Environment' and 'Relaxation' 
groups, are those who mostly incorporate several destinations.
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FIGURE 5.10: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Ro*) HOW GULF ARABS STRUCTURE THEIR HOLIDAY
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0684 94.3480 71.914 7 0.0000
2 0.0026 3.5596 2.623 5 0.7603
3 0.0015 2.0924 1.541 3 0.6773
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 94.3%
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These frequent holiday tourists have moved further along the 
incremental destination continuum and have, in effect, come to 
realise that an 'ideal1 destination does not exist. Therefore, at 
some point, they seem to stop moving along the continuum and 
instead, start moving between equally non-ideal destinations as 
shown in Figure 5.11.
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FIGURE 5.11: INCREMENTAL CONSUMPTION: PROGRESS ALONG AND BETWEEN
DESTINATIONS
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An ’Ideal' destination B is unattainable precisely because it is an 
unreal ideal; therefore, the frequent holiday purchaser combines 
destinations to obtain a total experience which approximates the 
ideal satisfaction. The overall experience, obtained through 
combining destinations may therefore provide the characteristics of 
the ideal holiday which a single destination is not able to provide 
or can only provide partially.
To support these findings, some of the unprompted statements 
obtained through the interviews can be included here. It was found 
that very frequent tourists coming to the United Kingdom combined 
destinations so as to obtain a satisfying overall experience. Some 
of the more common destination combinations cited were: United 
Kingdom and Spain, United Kingdom and Switzerland, United Kingdom 
and North America, United Kingdom and Germany, United Kingdom and 
Austria. The United Kingdom was regarded as the familiar,
convenient destination which the respondents considered as a second 
home and which combined all the comforts of a familiar, non-risky 
destination. However for a pleasurable, activity holiday, they 
would travel to other destinations which might offer these 
facilities. Spain, for example, was considered an activity
destination which offered entertainment, but did not offer the 
comforts which the United Kingdom could offer, like, language ease, 
catering to Gulf Arabs, Arab restaurants etc. Germany and Austria 
offered activity holidays yet, again, as destinations, they could 
not offer the familiar comforts of the United Kingdom, i.e., 
language ease and/or the combination of familiarity and variety, 
i.e. shopping facilities and greenery.
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Gulf Arabs therefore require the reassurance of a familiar 
destination as well as the pleasure associated with a risky 
purchase. Since a destination can either be familiar or a risk 
purchase, the well-experienced tourist has learnt to accept that 
this ideal combination cannot exist in any one destination. He 
seeks the overall ideal holiday experience through the combination 
of various destinations.
As shown earlier however, in Figure 5.10, there are some Gulf Arabs 
who only incorporate one destination within their holiday experience 
(United Kingdom only). This one-destination stop, which the frequent 
tourists undertake, can be justified on the grounds that those 
particular Gulf Arabs are satisfied with the United Kingdom and they 
regard it as a best possible destination - therefore, they do not 
need to combine destinations. Figure 5.12, which plots the variable 
Gulf Arabs' Satisfaction-Dissatisfaction with the United Kingdom 
againt the variable How Gulf Arabs Structure Their Holiday, shows 
that those Gulf Arabs who travel only to the United Kingdom are, in 
fact, very satisfied with this destination and so, they do not need 
to combine destinations to obtain an overall satisfying experience. 
The United Kingdom, as a single destination, is able to offer them 
this satisfying experience. These Gulf Arabs, as a result of their 
frequency of travel, have come to accept the non-attainment of an 
'ideal' destination. Instead, they settle for the best possible 
option which they can attain in reality and which the United Kingdom 
as a destination has to offer.
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FIGURE 5.12: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column)
(Row)
NUMBER OF PRINCIPAL INERTIAS 2
GULF ARABS' SATISFACTION-DISSATISFACTION WITH THE 
UNITED KINGDOM Vs
HOW GULF ARABS STRUCTURE THEIR HOLIDAY
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0484 61.6850 16.036 7 0.0245
2 0.0221 28.2014 7.233 5 0.2028
3 0.0079 10.1137 2.575 3 0.5356
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 61.7%
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Summary:
In this section, it was shown that holiday tourists do incrementally 
purchase destinations, i.e., they move gradually along the travel 
destination continuum in a stepwise process where they reduce risk 
of purchase by purchasing destinations similar to their own home 
environment. It is through the purchase of destinations further 
along the continuum that tourists gradually reduce uncertainty and 
travel to destinations increasingly dissimilar from their home 
environment.
The above claims were illustrated particularly clearly by
differences between frequent and infrequent holiday tourists. 
Infrequent holiday purchasers were not seen to have moved as far 
along the travel destination continuum as frequent holiday
purchasers. They exhibited low familiarity thresholds as a result 
whilst frequent tourists demonstrated a higher novelty threshold 
which has been acquired through the incremental purchase of more 
destinations.
Although frequent tourists have advanced further along the travel 
destination continuum than infrequent tourists, it has been shown 
that incremental purchase is not a simple progressive and sequential 
process. Tourists can move forwards or backwards along the travel
purchase continuum if they do so wish. Therefore, although frequent 
holiday purchasers have moved further along than infrequent holiday 
purchasers, they are seen to opt for a regression along the 
continuum by choosing to return to a familiar destination which 
offers an ambiance closer to that of their home environment than
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some other destinations they might have visited. As a consequence, 
first time visitors to the United Kingdom, who are also infrequent 
holiday purchasers, incur risk in their purchase of the United
Kingdom as a holiday destination, whilst repeat visitors to the
United Kingdom are involved in little risk of purchase since they 
have visited the destination before and it is thereby familiar to 
them.
Nonetheless, at some stage along the incremental purchase process 
holiday tourists are seen to stop moving along the continuum,
instead they move down it: i.e., the ideal destination is recognised
for being a hypothetical ' destination which is unattainable in 
reality. Frequent holiday purchasers, with a wider travel
experience, due to their incremental progress along the continuum, 
demonstrated this phenomenon.
5.5 Frequent and Infrequent Holiday Tourists' Pre-Travel 
Arrangements: The Case for Incremental Purchase 
Prima facie, it would be expected that infrequent holiday purchasers 
decide on taking a holiday and book their tickets and accommodation 
more in advance than frequent holiday purchasers since the former's 
perception of risk of purchase is greater. Infrequent tourists 
would be expected to take risk reducing actions prior to travel,
i.e., plan their holiday purchase and book their travel arrangements 
earlier. However, on the basis of the hypothesis of incremental 
purchase, few differences should be expected in the pre-travel 
arrangements between frequent and infrequent holiday tourists since 
following the hypothesis, experience becomes the greatest influence
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on purchase.
To test this hypothesis, correspondence analyses were carried out 
between the variable Reasons for Choosing to Come to the United 
Kingdom and each of the following pre-travel arrangement variables :
1. Gulf Arabs decision to travel on holiday.
2. When Gulf Arabs book their holiday accommodation.
3. Do Gulf Arabs look up information about a holiday 
destination prior to arrival there.
The SSA plot identified four response groups within the variable 
Reasons for Choosing to Come to the United Kingdom. The response 
group 'Curiosity' corresponded, in effect, with first time visitors 
to the United Kingdom, who are also generally infrequent holiday 
purchasers and therefore, undertaking a greater risk in purchase. 
Of the remaining response groups, the 'Home Environment', the 
'Relaxation Holiday' and the 'Non-Holiday purposes' response groups 
represent, in effect, repeat visitors to the United Kingdom. Those 
whose responses include coming to the United Kingdom for 
'Non-Holiday purposes' are identified as general infrequent holiday 
purchasers although the other two groups represent overall frequent 
holiday purchasers who perceive little risk in their purchase of the 
United Kingdom.
The correspondence analyses between the variable Reasons for 
Choosing to Come to the United Kingdom and each of the pre-travel 
arrangements' variables would therefore identify any differences in 
pre-travel behaviour between first time purchasers who would
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perceive greater risk in purchase, and repeat purchasers of the 
United Kingdom who would perceive little risk in purchase.
From Figure 5.13 which plots Reasons for Choosing to Come to the 
United Kingdom against Gulf Arabs' Decision to Travel on Holiday, it 
can be seen that no relationship exists between frequency of travel 
and the time when a holiday is decided upon. Regardless of whether 
the destination is a first time purchase (a risk purchase) or a 
repeat purchase, (where little risk is involved), or whether the 
Gulf Arab is a frequent or infrequent holiday purchaser, the 
decision to take a holiday can take place either long before actual 
departure or else it can be decided upon impulsively. No 
relationship can be seen to exist between any of the four SSA 
response regions and the length of time taken prior to deciding on a 
holiday.
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FIGURE 5.13: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) GULF ARABS’ DECISION TO TRAVEL ON HOLIDAY
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi * D.F. Probability
1 0.0396 86.6617 41.013 7 0.0000
2 0.0033 7.1223 3.309 5 0.6552
3 0.0028 6.2160 2.887 3 0.5891
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 86.7%
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In the above table, the lack of relationship between infrequent and 
frequent holiday purchasers is not very clearly demonstrated. So, 
another correspondence table is computed, this time using the 
variable. Frequency of Gulf Arabs' Holiday Travel against Gulf 
Arabs' Decision to Travel on Holiday. The former variable also 
distinguishes infrequent holiday tourists (those who do not travel 
regularly) from frequent tourists (those who travel more than once a 
year, those who travel yearly, and those who travel on an alternate 
year basis). Figure 5.14 is the computed result and it is evident 
from this table that infrequent holiday purchasers as well as very 
frequent holiday purchasers are equally likely to either decide on 
taking a holiday impulsively or to decide on a holiday a long time 
prior to purchase. No relationship is thereby established between 
frequency of travel and length of time for planning a holiday.
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FIGURE 5.14: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) FREQUENCY OF GULF ARABS' HOLIDAY TRAVEL Vs
(Row) GULF ARABS’ DECISION TO TRAVEL ON HOLIDAY
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.1466 76.5371 51.202 7 0.0000
2 0.0440 22.9889 14.545 5 0.0126
3 0.0009 0.4740 0.293 3 0.9604
THE FIRST TWO DIMENSIONS ACCOUNT FOR MOST OF THE VARIANCE i e
99.5% * *'
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Similarly, when it comes to booking arrangements made prior to 
travel, no relationship is manifested between first time purchasers 
and repeat purchasers' booking behaviour.
In Figure 5.15 which plots the variable Reasons for Choosing to Come 
to the United Kingdom against When Gulf Arabs Book their 
Accommodation, first time visitors (represented by the 'Curiosity' 
response group) and repeat visitors to the United Kingdom 
(represented by the 'Relaxation Holiday' and 'Home Environment' 
response groups) show an equal tendency to book their accommodation 
either on arrival or else to book it one to three months before.
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Gulf Arabs in general embark on little information search prior to
travel. They rely instead primarily on previous experiences, hence
the importance of repeat purchase since it reduces risk of purchase.
Within the four response groups of those Gulf Arabs who come to the 
United Kingdom, it would be expected that infrequent, first time 
visitors to the United Kingdom (represented by the 'Curious' 
response group) would embark on the most information search since 
they would regard the destination a risk purchase because they have 
never been to it before. Frequent visitors, on the other hand, 
represented by the 'Home Environment' and 'Relaxation Holiday'
responses would be expected to embark on the least search. However,
the results of the correspondence analysis seen in Figure 5.16, 
which plots the two variables Reasons for Choosing to Come to the 
United Kingdom and Do you Look up Information about a Holiday 
Destination Prior to Arrival There, shows that there is no 
relationship between frequency of travel and information search 
prior to travel: all Gulf Arabs carry out little search.
Using some of the qualitative data obtained on the topic of 
information search prior to travel, it is interesting to note that 
those coming to the United Kingdom for its 'Home Environment* do not 
look up information on the pretext that the destination is already 
familiar to them. They feel that they do not need to look up any 
information since they would be undertaking habitual, repetitive 
behaviour at the destination. They opt for the comfort of carrying 
out repeat activities which provide them with a pain-reducing 
experience rather than search for new activities to undertake, since
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new activities would entail risky behaviour. Information is not 
sought, therefore, prior to travel, instead it is obtained as a 
direct result of experience at the destination, i.e., through 
incremental purchase behaviour. The information on which purchasing 
decisions are made is, therefore, based primarily on first hand 
experience rather than secondary sources. This further supports the 
hypothesis that it is not through information search that risk of 
purchase is reduced, but instead, through direct experiential 
knowledge.
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FIGURE 5.16: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
) DO YOU LOOK UP INFORMATION ABOUT A HOLIDAY DESTINATION
PRIOR TO ARRIVAL THERE
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.0185 65.7750 30.924 9 0.0005
2 0.0063 22.3848 10.459 7 0.16323 0.0033 11.8401 5.524 5 0.3551
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 65.8%
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Summary:
It can be concluded, therefore, from the evidence, that there is no 
difference between infrequent and frequent holiday purchasers in the 
extent to which they undertake risk reducing action prior to travel 
despite the fact that infrequent holiday purchasers might be 
expected to perceive a greater risk in their purchase. One 
explanation for this, therefore, must be that they reduce risk in 
another way, i.e., principally through the choice of the holiday 
destination. The holiday destination itself has been chosen through 
a stepwise procedure, the aim of which is to reduce risk of 
purchase. In short, the data confirm the hypothesis of incremental 
purchasing whereby risk reduction is brought about, less by 
pre-planning and more by cautious, incremental variations in actual 
purchase behaviour.
5.6 Importance of Familiarity
The hypothesis of cautious, incremental consumption assumes that in 
order to reduce risk, the consumer purchases destinations which 
closely resemble the ambiance of his home environment so that he 
reduces uncertainty of purchase by undertaking a 'familiar1
purchase.
A familiar destination may be one which is similar to a holiday 
tourist s home environment or else it can be a destination which has 
been previously visited by the tourist, so that, in effect, it 
becomes a 'familiar' purchase. This cautious, incremental 
purchasing behaviour can be clearly demonstrated in Figure 5.17 
where Gulf Arabs are asked if familiarity of a destination affects
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their choice. Familiarity in this context means knowledge of the 
destination through previous visits to it. The table is plotted 
using the variable Importance of Familiarity of Holiday Destination 
to— Choice against the variable Reasons for Choosing to Come to the 
United Kingdom which includes the four SSA response regions.
'Curiosity' as a response group incorporates, in effect, first time 
visitors to the United Kingdom who are also generally infrequent 
holiday purchasers.
Responses included within the 'Home Environment' and the 
Relaxation regions represent, in effect, repeat visitors to the 
United Kingdom who are also frequent holiday purchasers generally.
The 'Non-Holiday purpose' response region incorporates, in effect, 
repeat visitors to the United Kingdom although these repeat visitors 
are infrequent holiday purchasers in general.
The table highlights frequent holiday tourists' desire for 
familiarity whereas infrequent tourists prefer to vary destinations. 
Variety for the infrequent holiday purchasers, however, is to be 
understood in the light of their low novelty threshold where they 
desire variety in destinations that resemble their home environment. 
In other words, these choose variety and novelty within a familiar 
context. The qualitative data also bear witness to infrequent 
holiday tourists’ desire for novelty within a high familiarity 
context: they visit destinations like Egypt, Cyprus, Greece, Turkey,
North Africa.
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FIGURE 5.17: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) IMPORTANCE OF FAMILIARITY OF HOLIDAY DESTINATION TO
CHOICE Vs
(Row) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS 1
Co-Ordinate Inertia % of Inertia Chi% D.F. Probability
1 0.0774 91.8425 81.896 5 0.0000
2 0.0069 8.1575 7.013 3 0.0702
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 91.8%
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Frequent holiday purchasers, however, reduce uncertainty of purchase 
through the purchase of a familiar destination. Those coming to the
United Kingdom for a 'Home Environment' or for 'Relaxation' choose a
destination they have visited previously because it reduces the risk 
of purchase. They opt for the comfortable certainties of a familiar 
destination.
As holiday tourists increase the frequency of purchase of 
destinations they also gradually increase their novelty threshold so 
that frequent holiday purchasers are expected, according to the 
incremental purchase hypothesis, to have a higher capacity for 
novelty. Although this point has already been supported by the
data, it has also been pointed out that the incremental purchase
process is not, perforce, sequentially progressive. Holiday 
purchasers can choose to either progress or regress along the 
destination continuum. In the case of infrequent holiday
purchasers, the United Kingdom represents a destination which is the 
least familiar to any they have ever visited whilst frequent holiday 
purchasers have already travelled to destinations less familiar than 
the United Kingdom. Yet, the latter group, with their higher 
novelty threshold, have chosen to go back along the incremental 
destination continuum to purchase a familiar destination since the 
risks involved in such a purchase are minimal.
Incremental purchase behaviour can easily extend into habit forming 
behaviour whereby, in order to eliminate risk in purchase, the 
holiday purchaser opts for the comfortable certainties of a known 
destination. The frequent holiday tourist's emphasis on risk
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reduction, therefore, converts itself into repeat purchase of a 
destination and can eventually become a habitual purchase.
According to Sckitbvsky, "by forming any kind of habit, we acquire a 
distaste for breaking that habit...the habit becomes a comfort, in 
the sense that doing without it becomes uncomfortable" (1978, 
p.131).
The above observation is borne out in Gulf Arabs' holiday travel 
purchase behaviour: frequent holiday purchasers, that is, those who
travel at least every other year, prefer to travel to familiar 
destinations; they seek comfort through their habitual behaviour of 
revisiting known destinations. Figure 5.18 validates this claim by 
carrying out a correspondence analysis between the two variables 
Importance of Familiarity of Holiday Destination to Choice and 
Frequency of Gulf Arabs' Holiday Travel.
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FIGURE 5.18: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column)
(Row)
NUMBER OF PRINCIPAL INERTIAS 1
IMPORTANCE OF FAMILIARITY OF HOLIDAY DESTINATION TO 
CHOICE Vs
FREQUENCY OF GULF ARABS' HOLIDAY TRAVEL
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.1051 98.5731 35.977 5 0.0000
2 0.0015 1.4269 0.493 3 0.9199
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 98.6%
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Eliminating risk and resorting to habitual behaviour, however, 
entails a compromise which Sckitovsky succinctly encapsulates in the 
following statement:
"Things one enjoys and enjoys repeatedly tend to become less 
enjoyable by repetition, yet one often continues to seek them 
because their oft-repeated enjoyment has turned them into
necessities one can no longer do without." (1978, p.127)
Therefore, although risk is eliminated, pleasure may also be 
reduced. At this point, the second hypothesis, which was offered is
supported. That is, familiarity of choice results in greater
comfort but less pleasure since the element of risk, and
consequently novelty, is suppressed.
5.6.1 Trading-Off Pleasure for Comfort
It has been established that within the variable Reasons for 
Choosing to come to the United Kingdom, four response groups could 
be identified. Of these four regions, those responses falling
within the 'Home Environment', the 'Relaxation Holiday' and the 
'Non-Holiday purpose' group represented, in effect, repeat holiday 
tourists to the United Kingdom, whilst those coming to the United 
Kingdom for 'Curiosity' represented, in effect, first time holiday 
tourists.
Those coming for a 'Home Environment' include Gulf Arabs who come to 
the United Kingdom on a very regular, almost habitual basis
(indicated in previous tables). It would therefore be expected that 
Gulf Arabs returning to the United Kingdom with such habitual
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frequency must be satisfied with the destination. However, Figure 
5.19, which plots the variables Gulf Arabs' Satisfaction-
Dissatisfaction with the United Kingdom and Reasons for Choosing to 
come to the United Kingdom, shows that those who have come to the 
destination because of its 'Home Environment' or for 'Relaxation' 
consider the United Kingdom 'very satisfactory' or 'fair': not all 
of them are totally satisfied with the destination. They have 
chosen to come to the United Kingdom because it is a familiar 
destination whose purchase involves little risk, but by opting for 
comfort, they have eliminated pleasure as well.
Those coming to the United Kingdom because they are 'Curious' are
'satisfied' with the destination because, as first time purchasers,
the destination offers them novelty within a familiar environment 
and this has provided them with more stimulation, and therefore, 
more pleasure. Those coming to the United Kingdom out of 
'Curiosity' have also expressed a desire for changing destinations
(see Figure 5.17) and for variety in travel. They see themselves as
seeking pleasure rather than comfort.
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FIGURE 5.19: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) GULF ARABS' SATISFACTION-DISSATISFACTION WITH THE
UNITED KINGDOM Vs 
(Row) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.0357 83.5792 36.929 6 0.0000
2 0.0068 16.0302 6.980 4 0.1357
3 0.0002 0.3906 0.169 2 0.9183
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 83.6%
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Those who have come for 1 Non-Holiday purposes' are dissatisfied 
because they have not chosen to come to the United Kingdom. They 
have come for obligatory reasons and are therefore not expected to 
consider the United Kingdom a pleasurable destination. It therefore 
follows that, being dissatisfied with the United Kingdom, they show 
no intention of returning to the country for holiday purposes. 
Figure 5.20 bears this point out by plotting the two variables 
Reasons for Choosing to come to the United Kingdom and Gulf Arabs' 
Intention to Return to the United Kingdom on Holiday.
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FIGURE 5.20: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) GULF ARABS' INTENTION TO RETURN TO THE UNITED
KINGDOM ON HOLIDAY
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.1102 66.2605 113.861 7 0.0000
2 0.0522 31.3582 52.232 5 0.0000
3 0.0040 2.3812 3.870 3 0.2749
THE FIRST TWO VARIATES ACCOUNT FOR MOST OF THE VARIANCE i.e., 97.6%
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From Table 5.20 it can be seen that those coming for 'Curiosity' 
voice an intention of 'maybe' coming back to the United Kingdom
despite the fact that they found this holiday destination
satisfying. They are not sure of returning to the same destination 
because:
i) they travel infrequently anyway
Ü) they seek pleasure, not comfort, and therefore aim for variety.
Those who have come to the United Kingdom for its 'Home Environment' 
or for 'Relaxation' have indicated a range of intentions which all 
point to a definite return to the destination. Being frequent
holiday purchasers who are also repeat purchasers of the United
Kingdom, they continue indicating their desire to return to the
destination despite the fact that they are not totally satisfied 
with it.
They keep returning to the same destination because of the
comfortable certainty of its familiarity. Their travel purchase has
turned into a necessary, habitual purchase, which if relinquished,
could result in discomfort. This explains habitual behaviour
whereby the habit itself persists long after satisfaction through
the act diminishes. It also supports the hypothesis of familiarity
resulting in greater comfort and less risk, though at the expense of
less pleasure.
Summary:
In purchasing a holiday destination, risk is reduced through
cautious, incremental purchase where the emphasis lies on
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familiarity of a destination thereby reducing the uncertainty 
concerning the holiday experience. A destination will be purchased 
and then repurchased precisely because it would offer a Home 
Environment and Relaxation. However, this repeat purchase can 
eventually convert into habitual behaviour which soon becomes
indispensable and a comfort. It then becomes uncomfortable and 
painful to have to do without the habit and so, pain-avoidance is
engaged in: the habitual purchase eliminates risk and also avoids
pain. However, as soon as pain-avoidance is engaged in, there is 
the risk of eliminating pleasure as well. This has been evidenced 
in Gulf Arabs' choice of the United Kingdom as a holiday
destination.
5.6.2 Comfort Attained Through Habitual Behaviour, Pleasure Through 
Novelty Search
To test the hypothesis that habitual behaviour yields less pleasure 
whilst novelty search yields greater pleasure, correspondence 
analyses are carried out between the variable Reasons for Choosing 
to come to the United Kingdom and the variables, Aspects Liked by 
Gulf Arabs about the United Kingdom and Aspects Disliked by Gulf 
Arabs about the United Kingdom. The results obtained are discussed 
below.
Aspects Liked About the United Kingdom:
Table 5.21 shows that travelling to the United Kingdom for 
'Non-Holiday purposes' is not related to any particular facet of the 
United Kingdom which is liked. This is an expected response 
however, since this group does not represent any choice in coming to
- 347 -
NOTHING
NO CHOICE IN COMING TO THE UKENJOY FAMILIARITY OF UK
NON-HOLIDAY
NOVELTY THROUGH FAMILIARITYCOMFORTCOMFORT
ENJOYMENT
FACILITIES
FAMILIAR- 
’ ^LANGUAGE \
C^ATEl
'GULF ARABS
T0 R3 SHOPS R6 DEVELOPED/
Cl\
HOME ENVIRON
*5 CLIMATE 
RELAXING \
ORDERLY
R4PEOPLE
\ R9 CULTURE-HERITAGE
EVER'
XC3 CURIOSITY
FIGURE 5-21: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) ASPECTS LIKED BY GULF ARABS ABOUT THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.0356 49.2670 113.336 12 0.0000
2 0.0335 46.2927 106.376 10 0.0000
3 0.0032 4.4403 10.048 8 0.2609
THE FIRST TWO DIMENSIONS ACCOUNT FOR MOST OF THE VARIANCE i.e.,
95.6%
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the United Kingdom, having had to come for Non-Holiday purposes, 
hence there is dissatisfaction about the United Kingdom as a 
destination.
Those coming to the United Kingdom for its 'Home Environment', for 
'Relaxation' and for 'Curiosity' can be regarded separately from 
those coming for 'Non-Holiday purposes'. In different ways these 
three groups who have chosen to come to the United Kingdom for 
holiday enjoy the familiarity aspect of the United Kingdom.
Moreover, it is the dual blend of novelty and familiarity offered
by the destination which they enjoy. The United Kingdom is a 
European destination, with a cool climate so that it is climatically 
and scenically different from the Gulf. It offers a developed 
tourist superstructure as well as a developed infrastructure (with 
such amenities as enjoyment facilities, parks, shopping facilities,
cultural and historical sights), so risk is eliminated through the 
provision of comfortable luxuries. In addition, all the comforts 
mentioned above are set within a familiar ambiance of a destination 
which is catered to Gulf Arabs. That is, there are Arab and 
Middle-Eastern restaurants and nightclubs, Arabic speaking shop- 
assistants and other service providers, Arabic bookshops, Arabic
tour operators etc. Many Gulf Arabs come to the United Kingdom
during the summer period so that a familiar social gathering is 
re-created. Also, English is widely spoken by Gulf Arabs, so that 
familiarity of the language facilitates communication. To add to
all this, many Gulf Arabs have been before to the United Kingdom so 
that it has become a known destination.
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Further segregation can be identified in Figure 5.21 to highlight 
the kind of 'familiarity' enjoyed by each response group.
Coming to the United Kingdom for a 'Home Environment' is linked to 
an emphasis on comfort by enjoying the familiarity of the 
destination (familiar, repeat purchase, language ease) and the fact 
that the United Kingdom is a European destination catered to Gulf 
Arabs. These familiar features in the United Kingdom contribute to 
its status as a low risk destination. Shopping, which is a familiar 
yet passive activity is also a 'comfortable novelty', i.e., it is an 
activity which breaks the boredom of too much familiarity yet it is 
passive enough so as not to involve a risky activity. Those who 
come to the United Kingdom for its 'Home Environment' come regularly 
and will continue to return to the destination (see previous tables) 
because it has become a habitual purchase offering comfort and they 
are attracted to the United Kingdom because of this safe, 
comfortable ambiance. Those coming to the United Kingdom for
'Relaxation' enjoy everything in the destination since through
frequent purchase, they have come to enjoy it as a relaxing holiday. 
Those coming to the United Kingdom for 'Curiosity' enjoy the
activities which the United Kingdom has to offer. Due to their
infrequent travels and their first time venture to the United
Kingdom, those who have come because of 'Curiosity' enjoy the 
pleasurable novelty of the activities offered by this new 
destination. However, even for these holiday purchasers, the 
novelty is attractive because it is not too novel but is blended 
with the familiar, i.e., the United Kingdom is a known European
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destination which most Gulf Arabs have visited and which they have 
heard so much about. It is the initiation to West European
destinations, yet a familiar stepping stone.
Aspects Disliked About the United Kingdom:
As seen in Figure 5.22, just as those who have come for 'Relaxation' 
like everything in the United Kingdom, they do not dislike anything 
in it. Those who have come for 'Non-Holiday purposes' and those who 
have come for 'Curiosity, however, mention their dislike of, what to 
them represents, a permissive culture in the United Kingdom. This 
is understandable in view of these holiday tourists' low frequency 
of travel, their travel to familiar destinations so far (Middle 
East, Mediterranean), and their need for a higher familiarity
environment. Despite the United Kingdom's familiar environment, it 
remains a West European destination which is too different from what 
these less-travelled Gulf Arabs hope for. Those who have come
because of the United Kingdom's 'Home Environment' come regularly to 
the United Kingdom and this habitual behaviour is sparked by their 
desire for comfort. Since giving up their habitual purchase of the 
United Kingdom would entail a state of discomfort, they persist in 
its purchase to avoid giving up the comfort which has now become a 
necessity. Consequently, the purchase of comfort means the trading- 
off of pleasure and this can be noticed by the amount of complaints 
mentioned with regards to the United Kingdom as a holiday
destination. It has ceased to be a pleasurable experience, instead,
pleasure is sacrificed and endured for the sake of pain avoidance.
Many of the complaints cited can prevent a pleasurable experience.
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FIGURE 5.22: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) ASPECTS DISLIKED BY GULF ARABS ABOUT THE UNITED
KINGDOM
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0256 58.5309 43.036 11 0.0001
2 0.0127 28.9712 21.162 9 0.0120
3 0.0055 12.4978 9.096 7 0.2450
THE FIRST TWO DIMENSIONS ACCOUNT FOR MOST OF THE VARIANCE i.e.,
87.5%
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These include high prices, lack of safety, lack of cleanliness and 
pollution, the crowded and hectic pace, a changeable unpredictable 
weather, what Gulf Arabs consider limited enjoyment facilities, and 
most of all, the attitude of the British. Based on the qualitative 
findings obtained through the interviews, it was discovered that 
Gulf Arabs feel they are not welcomed by the British who try to take 
advantage of them by demanding tips or by overcharging them. They 
feel the anti-Arab media coverage has contributed to this hostility 
and they dislike the way they are stereotyped as rich, ignorant and 
undiscerning.
Yet despite these complaints, these Gulf Arabs continue to return to 
the United Kingdom thus maintaining their habitual behaviour.
Summary:
Incremental cautious purchasing is evident in Gulf Arabs' choice of 
the United Kingdom: it represents a familiar destination which
offers a home ambiance. There is also evidence of infrequent 
holiday purchasers exhibiting a lower familiarity threshold because 
of their lesser travel experiences, than frequent holiday
purchasers. These less-widely travelled Gulf Arabs found some 
aspects of the United Kingdom too novel, and therefore, disturbing. 
Nonetheless, there is proof to support the hypothesis that habitual 
behaviour can yield less pleasure whilst the search for novelty 
produces greater pleasure. The very regular purchasers of the 
United Kingdom, who are represented by those who come for a 'Home 
Environment' continue to return to the United Kingdom out of a 
desire for habitual comfort even though they find many aspects of
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the destination unpleasurable. This confirms the generality of 
habit forming, where, according to Sckitovsky, there is "a change in 
motivation from the seeking of pleasure to the avoidance of pain as 
habits get established" (1978, p.129).
5.6.3 Behaviour at Destination: Further Evidence of Incremental 
Purchase
Risk Reduction Through Choice of the Familiar:
The incremental purchase process relates to the choice of 
destinations and it proceeds to manifest itself in Gulf Arabs' 
behaviour at the destination. Once in the foreign destination. Gulf 
Arabs adhere to purchases which are associated with the familiar. 
They try to reduce uncertainty by engaging in low risk behaviour.
Restaurants frequented:
This desire for familiarity is observed in the food habits of Gulf 
Arabs. Figure 5.23 shows no relationship between frequency of travel 
and food habits of Gulf Arabs by plotting the variables Reasons for 
Choosing to come to the United Kingdom and Restaurants Frequented. 
Whether they have a high or low novelty threshold, when given the 
choice, Gulf Arabs reduce risk by opting for the familiar. The 
United Kingdom offers a great variety of different cuisines for the 
tourist and even though Gulf Arabs are aware of this, they still 
choose the familiar, i.e. Arabic or Middle Eastern food which is 
offered either at restaurants or which they cook themselves, thus 
eliminating a risky purchase altogether. Nearly a quarter of the 
total responses (22.1%) indicated a desire for variety although this
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FIGURE 5.23: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) RESTAURANTS FREQUENTED
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi2 D.F. Probability
1 0.0094 90.2115 12.999 6 0.0425
2 0.0007 6.2970 0.903 4 0.9227
3 0.0004 3.4915 0.501 2 0.7819
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 90.2%
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largely included fast-food, self-service restaurants, an 
internationally familiar form of variation where the standardised 
quality of the food reduces risk.
Familiarity Thresholds of Frequent - Infrequent Holiday Purchasers: 
Opinion of Gulf Arabs' Presence at Destination
Frequent holiday purchasers who seek a 'Home Environment' and 
'Relaxation' have a higher familiarity threshold and their need for 
a familiar environment is less demanding than infrequent holiday 
purchasers. Those who come to the United Kingdom out of Curiosity 
or for 'Non-Holiday purposes', however, are the infrequent 
purchasers whose familiarity threshold is lower and who cannot 
tolerate a very novel environment.
Figure 5.24, which plots the two variables Reasons for Choosing to 
come to the United Kingdom and Opinion of Gulf Arabs' Presence in 
the United Kingdom, bears this point out and shows that infrequent 
holiday purchasers who have a greater need for familiarity prefer 
the presence of Gulf Arabs in the United Kingdom. The qualitative 
findings disclose that reasons for such preference is because other 
Gulf Arabs' presence creates a reassuring environment. They see the 
presence of other Gulf Arabs as an inducement to creating a home 
environment where the same language is spoken and where a secure 
feeling is generated.
Those coming to the United Kingdom because of its 'Home Environment' 
and for 'Relaxation' are the frequent holiday purchasers whose 
novelty threshold is higher. Although they visit the United Kingdom
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FIGURE 5.24: , CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW 
VARIATES FOR:
(Column) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM Vs
(Row) OPINION OF GULF ARABS' PRESENCE IN THE UNITED KINGDOM
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.0145 51.4437 21.055 9 0.0125
2 0.0127 45.1883 18.479 7 0.0101
3 0.0009 3.3680 1.369 5 0.9268
96E6%FIRST TW° DIMENSIONS ACCOUNT FOR MOST OF THE VARIANCE i.e..
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because of the home environment it has to offer, once at the 
destination, they then find it too much like home. Since they can 
tolerate less familiar environments, a destination which offers too 
familiar a setting becomes non-stimulating and boring. These 
frequent holiday purchasers are more critical of the 
home-away-from-home environment created by the Gulf Arabs' presence 
in the United Kingdom: they find that there are too many of them in 
the United Kingdom, they travel to escape a Gulf Arab environment or 
else they enjoy the presence of selected types of Gulf Arabs present 
at the destination i.e., their own friends whom they meet up with in 
the United Kingdom.
The frequent holiday purchasers aim to reduce risk of purchase by 
returning to a familiar destination, yet the cost for this risk 
reduction becomes a non-stimulating experience resulting in lesser 
pleasure. A percentage of frequent holiday tourists are indifferent 
to Gulf Arabs' presence since their familiarity thresholds are high 
enough not to attach a need for a familiar environment.
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Summary:
The paradoxical nature of the incremental purchase process has again 
unfolded itself: holiday tourists choose a familiar destination
because of the low risk associated with the purchase. When and if 
the familiar destination eventually becomes a repeat purchase 
however, that is, when total comfort is pursued, the avoidance of 
pain through choice of a low-risk purchase overrides pleasure and 
results in a non-stimulating experience.
5-6.4 Search for Comfort Becoming Avoidance of Discomfort
1. Through Everyday Activities:
Once at the destination, repeat holiday tourists to the United 
Kingdom reduce risk through their behavioural activities. They 
embark on habitual activities which they undertake every time they 
come to the United Kingdom. The safety of such habitual behaviour 
has become a necessary comfort which, if given up, could result in 
discomfort. As shown from Figure 5.25, which plots a correspondence 
analysis table of Number of Times Gulf Arabs have Visited the United 
Kingdom against Everyday Activities Undertaken bv Gulf Arabs at 
Holiday Destination, when asked what everyday activities they 
undertake, repeat visitors respond with a series of low-risk,
predictable behavioural activities: they spend their days either
shopping, going for strolls or visiting parks. They combine the 
predictable novelty of funfairs and safari-zoos to inject
stimulation into their activities. Cultural activities, which 
account for only 6.8% of Gulf Arabs' responses, are taken up by 
those holiday tourists who travel very regularly to the United
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FIGURE 5.25: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
(Column) NUMBER OF TIMES GULF ARABS HAVE VISITED THE UNITED
KINGDOM Vs
(Row) EVERYDAY ACTIVITIES UNDERTAKEN BY GULF ARABS AT
HOLIDAY DESTINATION
NUMBER OF PRINCIPAL INERTIAS 2
Co-Ordinate Inertia % of Inertia Chi 2 D.F. Probability
1 0.0488 69.8336 41.395 9 0.00002 0.0171 24.3955 14.227 7 0.04683 0.0040 5.7709 3.343 5 0.6499
THE FIRST DIMENSION ACCOUNTS FOR MOST OF THE VARIANCE i.e., 69.8%
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Kingdom and whose familiarity threshold can be regarded as low 
enough for them to embark on such activities even though, through 
their high frequency of visits to the United Kingdom, any of their 
activities eventually become habitual behaviour.
Figure 5.25 shows that repeat holiday tourists do not undertake 
risky, explorative activities like those undertaken by first time 
holiday tourists. They have seen the tourist sights before and the 
destination has ceased to be novel. Instead, it has become a 
familiar, low risk certainty purchase. First time tourists have 
expressed their satisfaction with the United Kingdom (see previous 
tables) because of the stimulating, novel experience obtained from 
the purchase. The repeat holiday tourists however, have not 
expressed total satisfaction and for some, the destination is 
regarded as 'fair1. This can be explained because the predictable 
everyday activities they embark upon may have become low-risk, but 
they have also become habitual and through their repetition, they 
have ceased to be enjoyable. Yet, to avoid the pain of doing 
without this now-established, necessary behaviour, the activities 
are carried on but the pleasure attained from them decrease.
2. Through Region of Stay in United Kingdom:
When a correspondence analysis table is plotted for Gulf Arabs'
Region of Stay in the United Kingdom against the variable Reason for
Choosing to come to the United Kingdom (Figure 5.26), it was found
that
a. Those coming for 'Non-Holiday purposes' stay outside London
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FIGURE 5.26: CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW
VARIATES FOR:
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lRow) REASONS FOR CHOOSING TO COME TO THE UNITED KINGDOM
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since their area of stay is determined by the nature of their 
business and so is not influenced by choice.
b. Those coming to the United Kingdom for 'Relaxation' stay both
outside and in London and so appear more mobile because of
their high novelty tolerance associated with frequent holiday 
purchasers.
c. Both the first time visitors to the United Kingdom who have
come for 'Curiosity' and habitual visitors who have come for
the 'Home Environment' provided by the destination show a need 
for a familiar environment, although their reasons may not be 
exactly the same. The well-travelled, frequent holiday 
purchaser represented by those coming to the United Kingdom for 
its 'Home Environment' and the less travelled, infrequent 
holiday purchaser represented by those coming to the United 
Kingdom for 'Curiosity' both stay in London. Those coming for
Curiosity' stay there since it is the most well-known, 
cosmopolitan area in the United Kingdom, catering to the Gulf 
Arabs and with a high concentration of other Gulf Arabs. Their 
need for reassurance of a familiar environment within the 
novelty of the destination is accommodated for in the capital. 
Those coming for a 'Home Environment' stay in London because it 
provides for all their needs and caters to Gulf Arabs. Their 
habitual travel to London makes it a discomfort to move away 
from the capital which provides for all their comforts. This 
bears out Sckitovsky's point that the search for comfort 
eventually becomes the avoidance of discomfort.
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Summary:
The incremental purchase hypothesis becomes evident not only in the 
choice of destinations, but also through the behavioural activities 
a^t the destination. To reduce risk during the experiential 
consumption, familiarity is adhered to. The danger for frequent 
holiday purchasers however, is when the familiar eventually converts 
into the habitual : as soon as these holiday tourists engage in pain- 
avoidance, they risk the loss of pleasurable experiences. The cost 
of eliminating risk can convert the purchase eventually into a 
habitual purchase. Less pleasure is then experienced as a result of 
repetitive purchase.
5.7 Conclusions
The role of perceived risk in the consumer decision process was 
investigated and it was discovered that, although the importance of 
perceived risk in consumer behaviour has been recognised, there has 
been little research concerning the perceived risk notion with 
regards to experiential product purchases. Holiday travel as an 
experiential product purchase was shown to be a highly risky 
purchase since it involved both an interpersonal activity product as 
well as a purchase constituting a high expenditure outlay. Using 
the holiday travel purchase as an example, it was hypothesised that 
one way of reducing risk of purchase is through 'cautious 
incremental consumption', i.e. consumers seek to reduce risk of the 
experiential product by consuming new experiences incrementally. 
This is achieved through the purchase of holiday destinations known 
to provide experiences similar to previous ones known by the
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tourist. However, incremental purchase is not advanced as a simple 
progressive and sequential process since tourists can also be seen 
to move forwards or backwards along the travel continuum if they so 
wished to. The choice of a holiday destination is therefore through 
a stepwise procedure.
It was also hypothesised that excessive risk reduction could result 
in lesser pleasure gained from the purchase. The danger of
purchasing familiar destinations means that although greater comfort 
is achieved, pleasure is eliminated since the element of risk and
consequently novelty is suppressed. Pleasure is associated with 
novelty and risk and in order to activate this pleasure, the holiday 
tourist has to move along the travel continuum process proposed. 
Thus, it was demonstrated how repeat purchase could eventually 
convert to habitual purchase behaviour where the ability to 
eliminate risk in the purchase also results in the elimination of 
pleasure. On the other hand, the search for novelty may involve 
greater risk of purchase yet it also results in greater pleasure
experienced.
All these observations concerning perceived risk, together with the 
various strategies applied to reduce it, were witnessed in the Gulf 
Arab holiday travel behaviour. Therefore, evidence to support the 
hypothesis of incremental, cautious consumption was provided in this 
chapter. The second hypothesis, that familiarity results in greater 
comfort and less perceived risk, but may result in reduced pleasure
derived from the experience precisely because the element of risk
- 365 -
has been suppressed, is also supported.
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CHAPTER 6 
TOWARDS AN EMPIRICALLY BASED MODEL 
OF A HOLIDAY DESTINATION PURCHASE
6.1 Overall Review
The starting point of this thesis was the problematic character of 
buyer behaviour for experiential products. Chapter 1 reviewed the 
major consumer behaviour models and focused on the extent to which 
they were able to accommodate all product purchases, and in 
particular those of experiential products. First, however, it was 
necessary to understand what constituted experiential products and 
whether they differed from other types of product. This led 
initially to an examination of and attempt to clarify the 'goods- 
services' controversy. As a result, the polar terms 'goods' and 
'services' were discarded in favour of treating all purchased items 
as 'products'. It was however maintained that products differed in 
degree, in particular in the proportions to which products 
incorporated physical commodities, commodity-transforming activities 
and interpersonal activities. Specifically, although all products 
are perceived in terms of the benefits and satisfactions derived 
from their purchase, certain characteristics were stronger in 
certain types of products than in others. Thus, the more a product 
included commodity-transforming activities and human interaction, 
the more it was likely to exhibit characteristics of intangibility, 
inseparability, heterogeneity, perishability and non-ownership. 
These characteristics in turn were shown to affect the way the 
consumer perceived the purchase because of its resulting 
experiential nature. With experiential products, the consumer is 
confronted with a purchase situation which is different from one
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which involves a physical commodity purchase. Such differences in 
the consumer's perception of the product were suspected as affecting 
the decision-making process itself. It was shown that as products 
relied more and more on human activity to render them consumable, 
and hence became more experiential in nature, so they became more 
difficult to evaluate purely through information search. It was 
with this possible difference in the decision-making process in mind 
that the four major consumer behaviour models were reviewed in order 
to discover the extent to which these established models of buyer 
behaviour were applicable to different types of products.
It was discovered that all these models assumed buying behaviour as 
purposive, with the consumer as an active seeker and processor of 
information. Purchase is seen as the result of a clear decision­
making process and all the models emphasise search and evaluation of 
information as a key component of the decision process. The 
consumer behaviour models did not allow for differences in types of 
products and assumed that all purchases involved products that could 
be handled and sampled prior to purchase. Therefore, the general 
models of buyer behaviour were considered to be more adequate in 
explaining commodity purchase behaviour than experiential purchase 
behaviour.
Chapter 2 consequently examined the holiday destination purchase as 
an example of an experiential product. It was shown that a holiday 
destination product exhibited characteristics of intangibility, 
inseparability, heterogeneity, perishability and non-ownership, 
thereby rendering the overall purchase experiential. Models of the
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holiday travel buyer behaviour which have been constructed were then 
reviewed to assess the extent to which they explained experiential
purchases. It was discovered that research into buyer behaviour for 
holiday travel has relied extensively on the literature relating to 
general consumer behaviour. In particular, writers in this field 
have borrowed heavily from cognitive models of consumer behaviour in 
order to explain holiday travel buyer behaviour. Although all the 
writers offering the travel behaviour models recognise that holiday 
destination purchases differ from commodity purchases because of 
their experiential nature, they fail to produce appropriately
modified models. Instead, the models they construct simply
replicate the major consumer behaviour models reviewed in Chapter 1. 
Buyer behaviour is still assumed to be-purposive and purchase is
seen to result from a decision-making process which involves 
considerable information search and evaluation. In this way, the 
need to develop a consumer behaviour model more consistent with and 
sensitive to the characteristics of experiential products in
general, holiday travel in particular, was established.
In order to shed more light on the particular characteristics of the 
way in which experiential products are purchased and consumed, an 
empirical study of Gulf Arabs' holiday travel behaviour was 
conducted. The methodological details of this investigation were 
discussed in Chapter 3. One of the criticisms of consumer behaviour 
models which was levelled in Chapter 1 was that these models have 
been constructed in terms of the Western consumer. Research on non- 
Western consumers' buying behaviour is necessary since their buying 
behaviour might differ significantly. To that end, Gulf Arabs were
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chosen as the focus of the study. A further justification for 
choosing Gulf Arabs lay in the powerful buying power which these 
consumers were shown to possess reflecting their relative importance 
as a market for the travel business.
328 semi-structured interviews were conducted with Gulf Arab
visitors to the United Kingdom. Since very little information on 
the Gulf Arab travel market was available, the interviews needed to 
be open-ended in order to collect relevant information in 
respondents' own terms. The interviews covered Gulf Arabs' holiday 
travel behaviour in general as well as their holiday travel to the 
United Kingdom in particular. The data from these interviews 
provided a rich description and deep understanding of Gulf Arabs' 
travel behaviour although the open-ended nature of the interviews 
meant that the data obtained was primarily qualitative in nature.
Techniques for multivariate analyses of qualitative data were not 
readily accessible on SPSSX and therefore other multivariate 
procedures that could handle the data were used. The two methods 
used were firstly, multidimensional scaling using a Smallest Space 
Analysis package and secondly, a correspondence analysis technique 
using the Corres package. In order to form an overall general 
picture of the Gulf Arabs' travel behaviour these analyses were
supported beforehand by frequency counts generated on the SPSSX 
package. These results showed that the majority of Gulf Arabs 
travel frequently and widely although the emphasis is on travel to 
familiar destinations as well as on maintaining and interacting 
within a familiar Gulf Arab environment whilst at a holiday 
destination. They undertake mostly 'passive activities' like
- 374 -
shopping, visiting parks, going for strolls, rather than exploratory 
activities, and whilst on holiday, they tend to reconstruct an
environment similar to that found in their home country. Thus,
their travel behaviour points to a desire to reduce the possible
perceived risk of the holiday destination through travel to a
familiar destination.
Although Gulf Arabs emphasise a need to reduce risk in their 
purchase of a holiday destination, they do not appear to try to
reduce risk by searching for additional information on the holiday 
destination or by carefully pre-planning their holiday schedule. 
They engage in very little information search and their pre-planning 
of the holiday purchase and their booking of airline tickets and 
accommodation occurs very close to the departure date. Rather, the 
reduction of risk is brought about principally through the choice of 
a familiar holiday destination and the pursuit of familiar 
activities at that destination. These findings, suggested by the 
frequency counts required more detailed analysis in order to test 
them more rigorously. It was at this stage that other multivariate 
techniques that could handle qualitative data were utilised: the 
multidimensional scaling technique and correspondence analysis. 
These two methods produced scatter plots which demonstrated 
relationships in the data in a more rigorous way.
In the light of the finding that Gulf Arabs reduced risk in their 
purchase of a holiday destination through the purchase of a familiar 
destination, an hypothesis of cautious consumption was advanced.
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This suggested that in order to reduce risk consumers purchase 
holiday destinations which are known to them, that is, they visit
holiday destinations which are familiar in the sense that they
closely resemble the ambiance of their home environment. 
Furthermore, it was hypothesised that consumers purchase holiday 
destinations incrementally by moving further away from their own 
home environment with each purchase. As they do so, their novelty 
threshold increases whilst their familiarity threshold decreases. 
Experiences are therefore consumed incrementally with the actual 
purchase of a previous holiday destination explaining the purchase 
of the next. Consumers with fewer travel experiences have a lower 
novelty threshold, so for these consumers, familiarity - is an 
environment very close to their home environment. It was further 
hypothesised that although the purchase of a familiar destination
reduced the risk of that purchase, it also reduced the pleasure
gained from it since pleasure was associated with novelty. In 
short, reducing risk brings greater comfort but it also produces 
less pleasure. This was apparent in the findings where it was seen 
that although Gulf Arabs envisage an ideal destination as providing 
them with maximum stimulation through novelty, when they purchase a 
holiday destination in reality, the desire to reduce risk becomes 
predominant and novelty and pleasure are traded-off for comfort and 
familiarity.
The correspondence analysis plots showed that Gulf Arabs did indeed 
purchase destinations incrementally. Through sequential purchase
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of increasingly unfamiliar destinations, Gulf Arabs reduced the 
uncertainty associated with travel to each individual destination. 
This was borne out by differences between the behaviour of 
infrequent and frequent Gulf Arab holiday makers. Infrequent 
holiday tourists exhibited lower familiarity thresholds as a result 
of their limited holiday experiences whilst frequent holiday 
tourists exhibited a higher familiarity threshold.
The data thus confirmed the hypothesis of incremental purchasing by 
showing that for Gulf Arabs risk reduction was brought about less by 
pre- planning and more by cautious, incremental purchase behaviour. 
The data also confirmed that although risk can be reduced through 
the purchase of a familiar destination, repeat purchase of that 
destination breeds indispensability. Visiting new destinations then 
creates the possibility of discomfort and so maintaining the 
habitual behaviour becomes a form of pain-avoidance. Pain-avoidance 
is not the same as pleasure however. This was shown by those Gulf 
Arabs who continue to return to the United Kingdom despite their 
dissatisfaction with it. Their reliance on familiarity has become 
mere habit and pain-avoidance. These tourists find the destination 
comfortably familiar, yet non-pleasurable.
The equation between novelty and pleasure and the way in which 
comfort leads to a reduction in pleasure was also borne out by 
differences between, on the one hand, those Gulf Arabs who visited 
the United Kingdom for the first time and who enjoy most aspects of 
the destination because they are engaged in novel activities and, on 
the other hand, the repeat tourists to the United Kingdom who
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experience the comfort of familiarity that the destination offers 
but whose recurrent, non-exploratory activities produce a 
non-stimulating experience. In contrast, infrequent holiday
tourists, with a lower familiarity threshold found some aspects of 
the United Kingdom as a holiday destination too novel.
The incremental consumption hypothesis implies that purchase of a 
holiday destination product cannot be regarded as the outcome of a 
purposive decision-making process involving the consumer in 
extensive information search and evaluation. Consequently, existing 
travel behaviour models cannot be accepted as accurate portrayals of 
buyer behaviour vis-à-vis holiday travel since they too, 
overemphasise rational information-based decision-making. 
Therefore, they were shown to be inadequate as explanations of the 
empirical findings which were obtained. Another model is needed, 
therefore, to explain the travel purchase behaviour of Gulf Arabs. 
It is to the tentative construction of such a model that the thesis 
now turns. The first step is to consider the most appropriate 
behavioural paradigm upon which to base the model.
6.2. Paradigms in Consumer Behaviour
The discipline of consumer behaviour has borrowed extensively from 
psychology. In an attempt to understand consumer decision
processes, psychological studies of human behaviour have been tapped 
for appropriate and applicable insights. Consequently, the study of 
consumer behaviour has reflected two broad paradigms within
psychology:
- 378 -
1. The Cognitive Paradigm, which casts behaviour as the result of
intrapersonal, cognitive information-processing, explaining 
choice as the outcome of deliberation and decision-making.
2. The Behavioural Paradigm, which interprets behaviour in terms
of the consequences of previous behaviour, describing choice in 
terms of determined responses to environmental stimuli (Foxall 
1983, p.12).
A more detailed examination of these two paradigms will now be 
undertaken.
6.2.1 The Cognitive Paradigm
The predominant form of explanation of consumer behaviour draws upon 
cognitive psychology where observed behaviour is a function of 
intrapersonal mental states and operations involved in the 
processing of information (Foxall 1987, p.Ill). The consumer is 
conceptualised as a rational information seeker and user, and an 
active and purposeful problem solver and decision maker, hence 
consumer behaviour is attributed to inner states of mind, reasoning 
and information processing.
The major models of consumer behaviour are predominantly cognitive 
models since they depict the consumer advancing along a problem 
solving and decision-making sequence, the outcome of which is 
determined by the buyer's intellectual functioning and rational 
processing of information. Consumers are credited with the capacity 
to receive and handle quantities of information as they engage in
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extensive pre-purchase searches and evaluations. Further, the 
consumer is viewed as perceiving information critically, using 
decision rules and evaluative criteria to establish its personal 
relevance to his goals and purposes, whilst generally employing 
mental processes to reach a decision (Foxall 1986c, p.9). The 
Nicosia, Engel, Kollat and Blackwell, Howard and Sheth and Bettman 
models which were reviewed in Chapter 1 are all, in their different 
ways, of this type.
For Nicosia, any persuasive marketing communication impacting upon 
the consumer is converted by the consumer into an internalised 
message. If this internalisation occurs, something which is
dependent upon the continuity of the perceptual, environmental and
cognitive fields which facilitate or impede the acceptance of the 
message, then the result is the formation of an attitude towards the 
item. Motivation, which is the assumed outcome of subsequent search 
behaviour, determines the purchase response. Further attitude 
formation is assumed to depend less on advertising than did the 
initial purchase since repetitive decision processes rely to some 
extent upon the results of experience gained by prior purchase and 
consumption. Consumers' dispositions are, nonetheless, regarded as 
crucial determinants of repeat buying patterns (Foxall 1983, p.19).
Engel, Kollat and Blackwell advance a model in which perceived 
information leads, via memory, to problem recognition, search, and
the evaluation of alternatives, in a process which consists of the
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belief — ► attitude — ► intentions sequence, and ultimately choice. 
The EKB model is based therefore upon the integration of concepts 
and relationships derived from contemporary cognitive psychology. 
These include memory, selective sensory and perceptual reactions to 
exposure to informational stimuli, the interpretation of the 
meanings of stimuli, reception of the message through its 
comprehension and acceptance, and cognitive response as the 
partially processed information is admitted to long term memory 
(Foxall 1983, p.20).
Howard and Sheth also describe the buyer's 'response sequence' of 
attention — ► brand comprehension— » attitude — ►intention — ►
'— ► purchase, in terms of the cognition, affect and conation which are 
the result of 'symbolic communication'. The mental ambiguity which 
arises from a marketing or social stimulus leads to the search for, 
and processing of information, a procedure which terminates in the 
formation of an attitude towards the product or brand on offer and 
the consequent establishment of a buying intention which causes 
purchase (Foxall 1983, p.19).
Bettman's model is similarly based on cognitive theory since 
consumer choice is seen from an information processing perspective. 
Choice may therefore be the outcome of several components such as 
processing capacity, motivation, attention and perception, 
information acquisition and evaluation, memory, decision processes, 
and learning (Bettman 1979, p. v).
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In sum therefore, unobservable cognitive variables are apparent in 
all the major comprehensive models of consumer behaviour (Foxall 
1986c, p.9). These models commonly portray the consumer as a 
receiver and handler of information who extensively searches for and 
evaluates the available options, deriving from this procedure the 
attitudes and intentions which determine the purchase behaviours 
which culminate in choice and repeat purchase. Marketer-dominated 
persuasive communications are therefore regarded as critical in 
initiating and influencing this sequence, triggering within the 
consumer a series of psychological effects which culminates in 
purchase. Choice is essentially the resolution of a conflict, 
brought about by awareness of a number of options, through cognitive 
evaluation of the possibilities available and a reasoned 
consideration of the costs and benefits which each entails (Foxall 
1987, p.118).
6.2.2 Overemphasis on Cognitive Variables
The popularity of cognitive psychology for explaining consumer 
behaviour since the 1960s has resulted in a preoccupation with 
investigating internal stimuli affecting decision-making processes. 
Such an emphasis has led to a regard for motives, attitudes, 
cognitions or other psychological causes as primary determinants of 
behaviour (Markin and Narayana 1976, p.224). In the wake of this 
however, Kassarjian (1977) expressed concern over portraying 
consumers as perpetually wise, problem solving rational organisms. 
He drew attention to the need for acknowledging that, in some 
purchase decisions, neither a grand theory of behaviour nor complex 
cognitive explanations are necessary.
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Markin and Narayana (1976) have gone further by arguing that the 
consumer behaviour models reflecting man as a highly rational, goal 
striving problem solver may be quite inaccurate. They show that 
empirical research on consumer decision processes has documented 
that, in fact, consumers:
1. do not seek extensive amounts of information in relation to
purchase and consumption problems.
2. do not process large amounts of information when confronted
with purchase and consumption problems.
3. do not appear to engage in extensive problem solving behaviour
even in relation to high expenditure purchases (1976, p.227).
Fletcher (1986) also concluded, from his study of consumers' search 
behaviour related to the purchase of a high expenditure product 
(video recorders), that consumers engage in little information 
search and deliberation. This was despite the high expenditure 
connected with the particular purchase and the possible risk 
involved. Adding to such evidence, Olshavsky and Granbois (1979) 
reviewed various studies carried out in connection with pre-purchase 
processes and concluded that for many purchases, including first 
purchases, a decision process never occurs. Moreover, even when 
purchase behaviour is preceded by a decision process, this decision 
process is likely to be very limited, involving the evaluation of 
few alternatives, little external search, few evaluative criteria, 
and simple evaluation models.
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These growing doubts about the validity of seeing consumers as 
rational users of information, then, called into question the 
consumer behaviour models which rest upon just such assumptions.
6.2.3 The Behaviourist Decision-Making Paradigm
In an attempt to explain the relative absence of decision-making in 
consumer behaviour, there has been recent interest in the 
behaviourist paradigm. According to Foxall (1983, 1986a, 1986b, 
1986c, 1987), the cognitive paradigm of consumer behaviour
de-emphasises the role of the environment as a source of stimuli to 
behaviour, whilst overemphasising the investigation of internal 
stimuli. This, he argues, is at odds with the growing body of
evidence that consumers do not appear to process large amounts of 
information as part of their consumer choices. In contrast, 
behaviourists argue for the exploration of relationships between 
environment and action.
Behaviourism comprises two schools: the Classical Conditioning
school and the Operant Conditioning school. The concept of 
Classical Conditioning is associated with the experiments of Ivan P. 
Pavlov who concluded that learning is largely an associative process 
(Markin 1974, p.64). Nord and Peter cite as an example of classical 
learning applicable in the marketing field the case of playing 
background Christmas carols in retail shops during the festive 
season on the grounds that the music will evoke the 'Christmas 
spirit' in consumers and therefore increase the possibility of 
purchase (1980).
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The concept of Operant Conditioning derives from the work of the 
American psychologist B. F. Skinner who emphasised the role of 
association and especially reinforcement as a primary determinant of 
behaviour (Markin 1974, p.64). According to Skinner, 'behaviour is 
shaped by its consequences' (1972, p.23). Thus Operant Conditioning 
differs from Classical Conditioning in two ways:
1. Whereas Classical Conditioning is concerned with involuntary
responses, Operant Conditioning deals with behaviours which are 
usually assumed to be under the conscious control of the 
individual.
2. Classical Conditioning is elicited by stimuli which occur prior
to the response whereas operant behaviour is conditioned by
consequences which occur after the behaviour (Nord and Peter 
1980, p.38). In operant psychology, therefore, behaviour is 
controlled by and explicable in terms of its contingent 
responses. In contrast with mainstream Behaviourism, 'radical' 
behaviourism does not exclude intrapersonal events from 
consideration, but interprets them as responses rather than as 
causes of behaviour (Foxall 1986c, p.11). A response which 
acts upon the environment and produces consequences is known as 
an operant response; consequences which increase the subsequent 
rate of emission of such a response in similar circumstances
are known as 'reinforcers' whilst those which reduce its rate 
of performance are termed 'punishers'. The setting for 
reinforcement (or punishment) is frequently marked by 
pre-behavioural stimuli that have been repeatedly paired with
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the performance of the response in question and its 
consequences. These antecedent stimuli gradually tend to mark
the occasion for discriminatory behaviour on the part of the 
individual.
Thus, the consumer comes to emit the previously reinforced response 
whenever this stimulus (or a similar stimulus) is present. 
Similarly, the consumer avoids making previously punished 
responses. These elements of the situation which signal the 
opportunity for reinforcement (or punishment) are known as 
discriminative stimuli (Foxall 1987, p.114). In the case of a 
product purchase, if the particular product satisfied the consumer 
then his purchase is reinforced and the probability that he will 
purchase the product subsequently is increased. If on the other 
hand his behaviour is negatively reinforced, i.e., if he is 
dissatisfied with the product, the consumer will seek new responses 
by engaging in alternation behaviour until such a time as his 
purchase is more suitably rewarded (Markin and Narayana 1976, 
p.225).
The major models of consumer behaviour reviewed in Chapter 1 
recognise, to a greater or lesser extent, that for some product 
purchases the consumer engages in minimal search with brand loyalty 
sometimes becoming a predominant indicator of purchase behaviour. 
However, these models typically associate such behaviour with low- 
expenditure frequently purchased products. The behaviourists' 
theory, however, applies to all product purchases and it expressly 
attributes behaviour to previously reinforced purchases rather than
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to any cognitive processes. The applicability of the behaviourist 
paradigm in marketing and consumer behaviour is now being 
tentatively suggested by a few writers. Nonetheless, there remains 
a need for empirical research to test whether consumer purchases are 
indeed the result of behavioural responses. Until then, the 
prevailing paradigm for consumer behaviour remains the cognitive 
one.
6.2.4 The Social Learning Approach
Since radical behaviourism seeks explanations of behaviour 
exclusively in the environmental consequences of behaviour, denying 
causal significance to intrapersonal processes and events (Foxall 
1986c, p.7), repeat purchase is largely explained through the 
application of Operant Conditioning. However, such a paradigm 
assumes a somewhat mechanical consumer responding unreflectingly to 
the consequences of his behaviour. In contrast, Bandura has 
advanced a theory of social learning which sees behaviour in terms 
of a continuous reciprocal interaction between cognitive, 
behavioural and environmental determinants, where personal and 
environmental factors are interdependent (1977, p. vii). By 
including cognitive variables Bandura's theory permits individuals 
to interpret reinforcement contingencies. Thus, it recognises that 
a consumer may anticipate and, to an extent, determine the 
consequences of his actions. The consumer is therefore able to 
regulate his own behaviour to an extent which the radical 
behavioural paradigm denies (Foxall 1987, p.125).
What distinguishes social learning theory from radical behaviourism.
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therefore, is that cognitive responses are not simply attributable 
to their consequences but may be potential and actual causes of 
other, overt behaviour. Thus, the external environment is not seen 
as containing the sole source of behavioural control, but at the 
same time, cognitive processes are not exaggerated at the expense of 
other variables.
6.2.5 Choosing a Paradigm for Explaining Holiday Purchase Behaviour 
The hypothesis of cautious incremental consumption argued that, for 
experiential products in general and holiday tourism purchases in 
particular, consumers purchase products incrementally in order to 
reduce perceived risk. This occurs because the tourism product 
cannot be handled or sampled prior to purchase and its consumption 
and purchase are simultaneous. Therefore, in the absence of 
information search, the only way consumers can reduce the risk 
perceived in such a purchase is through incremental and cautious 
consumption, beginning with the initial purchase of products whose 
familiar features substantially reduce perceived risk. In the case 
of holiday destinations, the consumer reduces risk of purchase by 
initially visiting destinations perceived as similar to his own home 
environment. The consumer then gradually and over time purchases 
holiday destinations which are increasingly dissimilar from his home 
environment.
Such incremental consumption squares with neither cognitive nor 
behaviourist consumer models. Cognitive models overemphasise 
information search and decision-making. In so far as radical 
behaviourism advocates that 'behaviour is shaped and maintained by
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its consequences' (Skinner 1972, p.23), and that a response is 
explained in terms of reinforcement contingencies, it can explain 
how the purchase of a holiday destination may lead to its repeat 
purchase since the purchase behaviour acts as a reinforcer, either 
positive or negative. However, the radical behaviourist paradigm 
cannot explain consumers' desire for change and novelty in their 
purchase behaviour nor can it explain how and why consumers adopt a 
strategy of incremental consumption. The radical behaviourist 
paradigm denies the consumer any cognitive activity beyond that of 
remembering the outcomes of past purchasing behaviour. Thus it 
echoes the central limitation of behaviourism generally - the 
failure to take account of people's ability to anticipate outcomes.
It is for these reasons that the social learning theory is 
considered a more suitable paradigm for explaining consumer 
behaviour. Whilst accepting that purchase behaviour is shaped by 
environmental forces, it does not deny the influence of cognitive 
processes. Rather, behaviour is explained in terms of a continuous 
reciprocal interaction between personal and environmental 
determinants. By adopting this approach to explaining product 
purchases, both repetitive as well as incremental purchases can be 
explained. These points will be elaborated upon shortly.
One important issue which Bandura emphasises in his social learning 
theory is the impact of vicarious learning on subsequent behaviour. 
He thereby allows for the fact that reinforcement behaviour may 
occur through vicarious learning rather than by direct exposure to 
contingencies. The discussion in this thesis, however, largely
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involves experiential products which rely greatly upon personal
consumption in order that the consumer may obtain knowledge about
them. Although vicarious learning may influence a consumer's 
subsequent behaviour, it cannot be regarded as a substitutable form
of reinforcement behaviour and therefore an attenuated version of 
Bandura's social learning theory which does not emphasise the 
vicarious learning phenomenon, is adopted in this study. Using the 
social learning paradigm, a model of incremental consumption can now 
be constructed.
6.3. Towards an Empirically Based Model of a Holiday Destination 
Purchase
The model proposed here has been constructed on the basis of the 
findings obtained on Gulf Arabs' travel behaviour and is therefore 
more specifically related to explaining holiday destination 
purchases. An outline of this model is given in Figure 6.1. The 
model suggests that behaviour regarding a holiday destination 
purchase is activated by a Variety Drive. A drive is an internal 
stimulus that initiates activity and which energises behaviour and 
prompts action (Markin 1974, p.168, Engel et al. 1973, p.30). The 
term 'variety' is not used in the restricted sense of curiosity or
novelty, where the desire is for new or unfamiliar experiences.
Rather, it is used in the broader context of a desire, simply for a
'change of pace' (Faison 1977, p.173), that is, a desire for a
change in tempo to relieve the cyclical continuity of behavioural 
patterns and prevent boredom through an increase in stimulation. 
By utilising the concept of 'variety drive' as the motivating action
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FIGURE 6.1: MODEL EXPLAINING HOLIDAY DESTINATION PURCHASES THROUGH
CAUTIOUS INCREMENTAL CONSUMPTION
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in purchasing behaviour, the more abstract and nebulous variable 
'motivation' is avoided. Motivation is concerned with the reasons 
that impel people to undertake certain actions (Markin 1974, p.166) 
and although it is conceived as the combination of forces that 
initiate, direct and sustain behaviour towards a goal (Markin 1974, 
p.167), identifying motivation as the triggering impetus in the 
model results in an over-generalisation. In contrast, the concept 
of 'variety drive' posits that all consumers have a need for variety 
in their lives (Faison 1977, p.172) which activates a desire to 
undertake, amongst other things, some form of purchasing.
The Variety Drive may trigger a desire for a change of both activity 
and location, represented by travel to a holiday destination. This 
change in activity and location must be viewed in the context of a 
desire for a 'change of pace1. If the desire for a change in 
activities is considered, such a change may result in the consumer 
carrying out either the same or different activities as those 
carried out in his own home environment. What provides the change 
is that the consumer engages in such activities either at a more 
relaxed or a more intense rate. Similarly, the change in location 
is achieved by travel to an environment which can be either very 
different or quite similar to the consumer's home environment. Both 
expanded desires and means (Burkart and Medlik 1982) has meant that 
holiday travel has over the years developed into one way of 
satisfying the 'variety drive'.
An expansion of the desire to travel has come about because of 
consumers' constantly rising level of aspirations and expectations.
- 392 -
Out of the rising levels of aspirations has come the desire for new 
products. To the extent that a consumer's lifestyle may change over 
time, new consumer desires are generated. An expansion in the means 
to travel has come about as a result of a rising standard of living 
which has created the demand for an expanded package of products. 
As income rises there is a strong likelihood that discretionary 
consumption will also rise (Markin 1974, pp. 509-510). 
Consequently, for those with the available discretionary time and 
income, the purchase of holiday travel becomes one possible way of 
satisfying the Variety Drive.
Since holiday travel represents the purchase of a relatively high 
expenditure, experiential product, it involves a degree of risk. 
Bauer (1967, p.30) has argued that perceived risk is a subjective 
phenomenon determined both by the type of product and the way the 
consumer perceives it. Thus, in the model, the factors that 
influence Perceived Risk are posited as:
1. The Type of Product involved in the purchase, in terms of the 
extent to which the product incorporates commodities, 
commodity-transforming and/or interpersonal activities.
2. The consumer's Cognitive Composition which includes variables 
such as attitudes, perceptions, personality etc. These 
variables are dynamic since they undergo modification as a 
result of the consumer's interactions and previous experiences.
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It was noted from the literature discussed earlier in Chapter 5 that 
risk is perceived to be relatively high in the case of holiday 
destination purchases. The study of Gulf Arabs showed that one way 
consumers could reduce this risk was through incremental cautious 
consumption. A consumer has the option of choosing either a 
destination which offers Familiarity or one which offers Novelty. 
Other things being equal, the more novel the destination, the 
greater the perceived risk. In this context, 'familiarity' denotes 
a destination that offers an environment similar to the consumer's 
previous experiences, including their home environment whilst 
'novelty' denotes a destination which is differs from a consumer's 
previous experience, including that of previously visited holiday 
destinations.
It is important to emphasise that Novelty and Familiarity are 
subjective judgements. That is to say, what is novel for one
consumer may be familiar for another, since the extent to which a 
destination is seen as 'novel' or 'familiar' is a function of the 
consumer's particular experience. In short, on the basis of their
previous travel experiences, consumers will have a relatively high 
or low 'novelty threshold'. The more the consumer perceives a
destination as novel, the greater will the purchase of holiday 
travel to that destination be perceived as a risk. Thus, consumers 
face the problem of trading-off the desire for novelty against the 
perceived risk involved in experiencing it. Therefore they will 
seek to satisfy their variety drive through novel experiences whilst 
at the same time seeking to minimise the attendant risks.
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The model suggests that they do this through incremental 'cautious 
consumption'. That is, consumers derive a degree of novelty of 
experience at low risk by travelling to holiday destinations which 
are in many respects 'familiar', that is, they resemble environments 
of which consumers already have some experience, including, 
crucially, their home environments. Consumers' initial travel 
purchases, then, are to destinations which closely resemble their 
home environment on important dimensions. However, by so doing, 
they also experience a degree of novelty, thus raising their novelty 
threshold and decreasing their familiarity threshold. Thus, the 
experience of travel to other destinations prompts an increasing 
desire to visit different and increasingly dissimilar destinations.
This desire to visit new and different destinations comes about 
because whilst familiar destinations represent 'comfortable' 
choices, they increasingly fail to provide stimulation. Consumers 
experience the 'comforts' of travelling to a familiar low-risk 
destination, but fail to experience the 'pleasure' of travelling to 
a novel destination. In opting for 'comfort', the consumer's arousal 
level is not optimally stimulated, but is maintained at a steady 
level. In maintaining a continual state of 'comfort', 'pleasure' is 
gradually eliminated. When purchases are consumed less for the 
positive satisfaction that they yield and more to avoid discomfort, 
this constitutes 'habitual purchase'. A purchase that was 
initially enjoyable becomes less so through repetition. The 
consumer may continue to purchase it however since it has become 
something he can no longer do without. Thus, choosing a familiar
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destination is safe and comfortable but the danger is that this 
'comfort' may convert to 'habit', and eventually to 'boredom'.
Repeat purchase of a destination may be regarded as a form of brand 
loyalty the purpose of which is to reduce perceived risk. Several 
studies have demonstrated that perceived risk in a holiday purchase 
can be reduced by relying on previous experiences and the knowledge 
obtained from them (Goodrich 1978, Crompton 1979, Schmidhauser 1977, 
Hodgeson 1983, Matejka 1976). This knowledge reduces uncertainty 
and the consumer is able to anticipate more clearly what his 
purchase entails. Brand loyalty can therefore be seen as one way in 
which consumers could reduce, control or avoid the risk perceived in 
the purchase of an unknown destination. Yet, if the cautious, 
incremental purchase hypothesis is correct, tourists will not remain 
totally brand loyal to a holiday destination since prolonged loyalty 
towards one particular destination will, in the end, generate 
boredom. The consumer will feel a desire for a 'change of pace' and 
the Variety Drive will be activated.
Thus, consumers contemplating a travel purchase will confront the 
choice between familiarity, comfort and the danger of boredom on the 
one hand, and novelty, pleasure and risk on the other. Those who 
perceive risk as too high relative to the possible gains in reducing 
their variety drive will opt for a familiar destination. Their 
experience of the destination, whilst relatively non-painful, will 
not substantially reduce their variety drive. Indeed if the 
destination has become too familiar, it may even serve to increase 
or arouse their variety drive. Hence, when these consumers next
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make a choice about where to travel, the balance of perceived risk 
will have shifted. If the variety-drive reducing benefits of novelty 
are now seen to outweigh the risk, consumers will opt for novelty, 
that is, they will travel to a new destination but one whose novelty 
is sufficient to reduce their variety drive yet not so great as to 
substantially increase the risks involved. Consumers will travel to 
a destination broadly similar to, but a little different from the 
one they have recently visited and somewhat more different from 
their home environment.
Hence by alternately reducing risk through travel to familiar 
destinations and reducing the variety drive through travel to novel 
destinations, consumers move, incrementally, away from familiar 
environments towards those which are increasingly unfamiliar and 
novel. The risk in any novel destination is that whilst it may 
result in greater 'pleasure' because of the heightening of 
stimulation, it may also result in 'complexity', i.e. the 
destination may prove too novel and create bewilderment and 
disturbance for the consumer. Experiencing excessive novelty means 
that the consumer's variety drive will have been over-activated and 
any future holiday choice will be determined by a desire to 
experience a destination which will reduce novelty. That is, the 
consumer will therefore choose to travel to a destination more 
similar to an environment he is used to.
The pursuit of relatively risk-free novelty is brought about through 
this 'cautious consumption’: the gradual movement away from familiar 
environments and experiences towards the less familiar but
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desirable. Rather than moving wholesale from familiar, safe 
environments to the unfamiliar and risky, consumers gradually
broaden the variety of their experiences. Cautious consumption, as 
a strategy for risk-reduction in future purchases represents an 
alternative to information search. The central hypothesis of the 
model is that, in the case of the purchase of high-expenditure, 
experiential products such as holiday travel, cautious incremental
consumption behaviour plays a more important role than information
search. This does not mean that information is unimportant in 
helping the consumer arrive at his choice of an incrementally
purchased destination. Instead, what is being emphasised in the 
model is that information is not actively sought and processed at 
the moment of decision-making. Rather, what determines the next 
destination choice will be information contingently accumulated in 
the past and obtained from various sources, both marketer-dominated 
sources, e.g. through the media, and personal sources e.g. word of 
mouth recommendations.
6.3.1 Wider Applicability of the Cautious Incremental Consumption 
Model
The model of cautious incremental consumption as proposed in Figure
6.1 has been developed in order to account for Gulf Arabs' purchase 
of holiday destinations. Nonetheless, the key variables identified 
within the cautious incremental consumption pattern of behaviour are 
such that, a wider applicability of this model cannot be ruled out. 
Such wider applicability would cover, in ascending order of 
generality:
a. Tourists of all nationalities purchasing holiday destinations.
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b. Gulf Arabs' purchases of other experiential products.
c. All consumers purchasing experiential products.
If the model has a wider applicability, then the key features and 
patterns of the SSA plots of Gulf Arabs' holiday travel behaviour 
may be regarded as expressing a more fundamental underlying pattern 
of cautious incremental behaviour by all tourists. The following 
hypotheses about general travel consumption behaviour are therefore 
advanced on the basis of the model.
1. Trade-off in Tourists' Destination Purchase Behaviour:
Tourists are constantly making trade-offs between the reassuring 
predictability of a well-known destination and the pleasure of the 
unknown. They are in effect trying to reduce the risk perceived in 
the holiday purchase by resolving a conflict between their need for 
familiarity (which suggests the purchase of a known destination) and 
the sense of adventure (which suggests the purchase of a novel 
destination).
2. Tourists' Familiarity Thresholds:
Depending on their frequency of travel, tourists will demonstrate 
varying thresholds for familiarity and novelty which will affect the 
way they incrementally purchase destinations. Infrequent holiday 
tourists with a lower familiarity threshold will opt for 
destinations which offer a reassuring environment which they can 
identify with. They will want a 'buffer' between themselves and the 
unfamiliar surroundings in which they are travelling. Therefore, 
the destination they choose to travel to will have many features in
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common with familiar locations, including their home environment. 
On the other hand, frequent holiday tourists with a higher 
familiarity threshold will opt.for destinations more dissimilar from 
their own home environments, since their need for a recreated home 
ambiance is less great. They will, therefore, venture to 
destinations which offer them experiences remote from those they may 
experience in their own home environment. The extent and diversity 
of previous travel experience is, then, hypothesised as a strong 
predictor of consumers' future holiday destinations.
3. First Time Vs Repeat Purchase Tourists:
Holiday tourists are either first time visitors or repeat purchase 
visitors to a destination. The first time visitors are those
tourists who are willing to undertake risk of purchase by exploring 
new destinations. They seek adventure, novelty-search and the 
attainment of pleasure. Repeat purchase tourists however are 
exhibiting risk-reducing behaviour by visiting destinations they 
have previously been to. In travelling to a known destination, they 
reduce the risk of encountering unknown experiences. They may be 
guaranteed a fairly predictable experience which may be risk-free 
but it will also result in a less pleasurable experience.
If the cautious incremental consumption model proposed holds for 
other consumers' holiday destination purchases, then it would be 
expected that any SSA plots developed for other consumers' purchase 
of holiday destinations would include within their configurations 
groups of variables pointing to tourists' varying needs for 
'familiarity' and 'novelty' within a holiday destination. The desire
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for these would be expressed in SSA plots which incorporate the
following combinatory features in a holiday destination:
a. A holiday destination which is already known because of
previous purchases. This familiar destination may offer either 
one or both of the features listed below:
- entertainment facilities and activities not available to, or
not engaged in by the tourist in his home environment thereby
making such amenities 'novel' experiences for the tourist.
- a different geographical and/or cultural environment which 
would contribute to its perception as a novel destination. To 
illustrate this point' with an example, the case of British 
tourists who repeat visit Spain as a holiday destination is 
taken. The destination is geographically and culturally 
different from Britain and tourists who are there may engage in 
a concentrated spree of entertainment activities and/or enjoy 
the different climatic conditions offered by the holiday 
destination.
b. A holiday destination may be similar historically, culturally 
and/or geographically thereby ensuring its familiarity. For 
instance, Americans visiting the United Kingdom ensure an 
element of cultural and historical familiarity through the 
language. This familiarity is balanced by the availability of 
variety through the different activities and facilities which 
the destination offers, such as the heritage and cultural 
facilities which the United Kingdom offers to the American 
tourist.
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SSA configurations that include the above mentioned groups of 
responses can explain how destinations are repeat purchased by some 
consumers as well as purchased for the first time by others. What 
would vary is the perceived degree of familiarity and novelty which 
a holiday destination embodies, and its consequent attraction, for 
individual holiday tourists.
6.3.2 Applying the Cautious Incremental Consumption Model in 
Practice
Using the model's cautious incremental consumption approach to 
consumer behaviour, purchases of holiday destinations can be 
explained and predicted, not by reference to cognitive information 
processing, but by reference to behaviour. Therefore, to predict 
future purchase behaviour, three variables need to be known: 
consumers' past experiential purchases 
consumers' present experiential purchases 
consumers' potential experiential purchases
Consumers' Past Experiential Purchases:
Knowing the various destinations which the consumer has previously 
visited and those, if any, which he has repeatedly visited will 
indicate to what extent consumers' previous holiday experiences will 
have included destinations similar or dissimilar to their own home 
environment. This, in turn, will indicate their familiarity-novelty 
threshold. If any destinations have been repeat purchased, the 
reasons for the repeat visits will need to be studied to find out 
what risk-reducing factors are offered by the destination which
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account for its repeat purchase. If novel destinations have always 
been sought, reasons for such behaviour need to be discovered in 
order to identify how and to what extent the risk of purchasing a 
novel destination has been reduced.
Consumers' Present Experiential Purchases:
Studying consumers' present experiential purchases will indicate the 
combination of novelty and familiarity which consumers currently 
seek in a destination in order to maximise their pleasurable 
experiences. The consumer's longer term desire for a pleasurable 
experience may be judged from his conception of an 'ideal' holiday 
destination. A comparison between this ideal and the consumer's 
present choice of destinations would indicate the consumer's 
risk-reducing strategies. A further study of consumers' behaviour 
at the destination will disclose whether within a destination of a 
particular level of familiarity consumers lay greater importance on 
'familiarity' or 'novelty' in the activities which they undertake.
Consumers' Potential Experiential Purchases:
Discovering whether consumers intend to repeat purchase holiday 
destinations which they have already visited will indicate whether 
consumers desire to reduce risk through repeat purchasing a familiar 
destination, or whether they lay greater emphasis on the pleasures 
of visiting a novel destination. Furthermore, discovering which 
destinations consumers would like to visit will indicate a spectrum 
of possible destinations which lie within the consumers' 
consideration. These will represent the range of destinations 
against which the intervening factor of perceived risk will be
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considered before any choice is made. For each of these 
destinations, the nature and extent of risk, as perceived by 
consumers, may be measured.
Therefore, it is primarily through studying the consumer's past, 
present and potential purchase behaviour that a picture can be 
formed of the extent to which, at any given time, a consumer lays 
greater emphasis on 'familiarity* and 'comfort', or whether he seeks 
'novelty' and 'pleasure' through the purchase of a holiday 
destination. Factors which are perceived to be risky and which 
deter holiday travel to a destination will also be identified, as 
well as the risk-reducing factors inherent in a destination and 
which contribute to its choice as a holiday destination. Such 
factors will be influenced by the extent of the consumer's previous 
holiday purchase experiences, and this, together with the consumer's 
potential destination purchases, can be used to predict whether 
familiar destinations will be repurchased by the consumer or whether 
new destinations will be sought. If new destinations are sought, 
then various kinds of information (the consumer's novelty and 
familiarity threshold; his previous holiday experiences; the set of 
destinations possibly considered as potential purchases, reasons for 
undertaking holiday travel and the factors which are perceived as 
risky in the choice of a holiday destination) can be used to predict 
holiday destinations which could be purchased in the future.
All things being equal, consumers' past, present and potential 
purchases of holidays serve to predict their future holiday 
destination. Incremental Cautious Consumption Purchase is therefore
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seen to be a function of three experiential variables, summarised in 
the following equation.
ICCP = f (PsEP, PrEP, PtEP)
where
ICCP = Incremental cautious consumption purchase 
PsEP = Past experiential purchase 
PrEP = Present experiential purchase 
PtEP = Potential experiential purchase
6.3.2.1 Model Viewed from a Social Learning Stance 
The social learning theory posits that both people and their 
environments are reciprocal determinants of each other (Bandura 
1977, p.vii). Humans do not simply respond to stimuli in a
mechanistic way but instead they interpret them. Their cognitive 
make-up influences how they will behave and conversely, the outcome 
of their behaviour affects their cognitions. Thus, it is largely 
through their actions that people fashion the environmental 
conditions which in turn affect their behaviour. The experiences 
generated by behaviour influence what a person becomes and, 
subsequently, can do. Therefore, contrary to the mechanistic view 
proposed by the behaviourists, outcomes influence behaviour in 
humans largely through the intervening process of thought. Thus, 
behaviour is extensively regulated by its consequences yet humans 
also possess self-reactive capacities that enable them to exercise 
some control over their own feelings, thoughts, and actions. These 
broad assumptions underlie the model of holiday destination 
purchases that has been offered.
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Choice of a familiar or novel destination is based upon prior
experiences of holiday destinations, which experiences come to 
constitute 'environmental factors' in subsequent choices. The 
consumer may elect to continue repurchasing the same holiday 
destination because previous experiences at the destination proved
satisfactory. However, in time, continual repurchase of the same 
destination may develop into habit. As habit persists, enjoyment of 
the destination declines and the experience may become boring. 
Boredom can be viewed as a 'punishing* consequence of behaviour and 
the consumer therefore manages his behaviour by changing his 
destination purchase. Yet, what determines future purchase is not, 
as the behaviourists would have it, a random trial and error process 
undertaken until a satisfactory destination is discovered. Instead, 
purchase of a future destination is determined by past behavioural 
experiences filtered through and interpreted by thought processes.
A crucial element of these thought processes is the consumer's
notion of an 'ideal' destination. Therefore, although boredom
activates the variety drive and generates a desire for change, the
concrete choice of a future holiday purchase is determined by the 
complex interplay between personal and environmental factors. These 
factors, combine to determine both the degree of risk and the degree 
of desirable novelty perceived in the destination, which together 
determine the consumer's actual choice.
Adopting a social learning approach to explain consumers' holiday
destination purchases means that both repeat purchase and novel
purchases can be accounted for. Moreover, a social learning 
framework underpins the incremental consumption hypothesis that has
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been advanced in this thesis. The social learning theory neither
denies cognitive nor behavioural influences yet it does not
attribute overwhelming significance to either of these factors. 
Indeed, personal and environmental factors are not seen to function 
as independent determinants, rather they are seen to determine each 
other (Bandura 1977, p.9).
6.3.2.2 Marketing Implications for Tourist Destinations 
In the light of the cautious incremental consumption model, the 
first step for marketers of tourist destinations would be to
establish their existing travel market from particular tourist 
generating destinations. To ensure effective marketing this travel 
market would have to be segmented into
a. First time purchasers of the holiday destination.
b. Recent repeat purchasers of the holiday destination.
c. Long-term repeat purchasers of the holiday destination.
For all the three markets, marketers will have to convince consumers 
that they can obtain satisfaction from the holiday destination from 
a blend of pleasure (associated with novelty) and comfort 
(associated with familiarity). Yet each of these market groups will 
define differently the 'familiarity' and 'novelty' which they would
want to experience in a holiday destination. Thus, separate 
strategies for each of these market segments would have to be 
developed taking these differences into account.
First Time Purchasers of the Holiday Destination:
According to the proposed cautious incremental consumption model,
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first time purchasers of a holiday destination are pleasure-seekers 
who are willing to undertake risk in their purchase. Nonetheless, 
their need for novelty is tempered by features of familiarity which 
the destination has to offer and which ensures for them a relatively 
low-risk novel experience. Depending on the first time tourist's 
frequency of travel, this need for familiarity may be expressed 
through the consumption of explicitly or implicitly familiar 
experiences. Marketers will have to ensure that, depending on the 
familiarity threshold of this group of purchasers, the destination 
is not marketed as too novel so as to seem bewilderingly foreign. 
The consumer s perception of the destination's complexity has to be 
reduced whilst he is being simultaneously reassured that the 
familiar environment has novel experiences to offer.
For a destination that wishes to attract a market which remains as 
yet untapped, the incremental cautious consumption purchase 
behaviour of this market needs to be studied in order to better 
understand how holiday tourists regard the destination and the role 
of perceived risk in relation to that destination's purchase. 
Marketing strategies will then be aimed at either reducing or 
increasing perceived risk associated with a holiday destination. In 
the case of reducing perceived risk, holiday tourists will be 
encouraged to visit destinations which marketers will emphasise as 
being less unfamiliar than the tourists imagine it to be. If, 
however, this potential new market is shown to regard the 
destination as too familiar and unadventurous, one possible strategy 
to follow is to emphasise the novel features of the destination.
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Recent— Repeat Purchasers of the Holiday Destination:
According to the cautious incremental consumption model, this group 
of holiday tourists choose to repeat purchase a destination because 
they seek to reduce perceived risk associated with the product 
through the purchase of known experiences. This group seeks 
satisfaction through the comfortable experience of familiarity 
offered by a holiday destination. Marketers aiming at this group 
need to employ strategies that will emphasise aspects of the 
destination which these tourists will regard as reassuring since the 
strategy will focus on maximising the element of comfort and 
familiarity. By studying this group's past, present and potential 
behavioural pattern at the destination, marketers may identify those 
experiences which this group of holiday tourists mostly engage in, 
those which provide maximum satisfaction and those which are 
regarded as risky activities. Consequently, strategies may be 
devised which will promote a reassuring and satisfying experience 
for the holiday tourist. Marketers may also have to find ways of 
introducing the possibility of novel experiences within their 
promotional strategies in order to sustain the interest of the 
returning tourist. The destination needs to be regarded as 
reassuringly comfortable but with potential for further pleasurable 
experiences which may be explored should the tourist choose to do 
so. Through such marketing tactics, the destination secures its 
repeat purchasers and ensures that they develop into long-term 
repeat purchasers.
Long-Term Repeat Purchasers of a Holiday Destination:
For this group, purchase of a holiday destination has become almost
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habitual and indispensable. The danger however is that the 
comfortable reassurance of repurchasing the same destination can 
easily shade into boredom. Once boredom sets in the consumer may 
begin to seek variety through purchase of a different destination. 
The task for marketers is therefore to introduce small elements of 
novelty within the holiday experience and to encourage holiday 
tourists to explore them. The strategy, then, is to focus on 
maintaining this group's stimulation through providing information 
about new activities taking place at the destination. Marketers can 
also stress that these varied activities will be taking place 
within, what to the tourist remains, a familiar setting. Marketers 
will, therefore, by doing so reintroduce a small element of risk 
associated with the holiday destination. The difficult task will be 
to steer a course between maintaining interest through novelty but 
avoiding the perceived risk of excessive novelty.
Holiday destinations, therefore, need to employ marketing strategies 
which introduce experiences incrementally to first-time purchasers 
of a holiday destination, recent repeat purchasers of a holiday 
destination and to long-term repeat purchasers of a holiday 
destination. The nature of these experiences will vary according to 
the requirements for familiarity and novelty which each holiday 
tourist group has. It is therefore essential that marketers segment 
their tourist markets on the basis of degrees of familiarity with 
the destination and devise separate strategies to deal with each of 
the segments.
- 410 -
6.3.2.3 Applicability of the Model to Experiential Purchases 
It has been shown how the cautious incremental consumption model 
holds for Gulf Arabs purchasing a particular type of experiential 
product, a holiday destination. In this section, the wider 
applicability of the model will be considered by examining the 
extent to which the cautious incremental consumption model holds for 
both Gulf Arabs purchasing other experiential products and other 
consumers purchasing experiential products. These two categories of 
consumers will be subsumed within a joint discussion.
Underlying the cautious incremental consumption model is the 
assumption that consumers attempt to reduce the perceived risk 
associated with the purchase of experiential products through their
actual consumption of the product since handling or sampling of the
product prior to its purchase is restricted. This means that with 
such products consumers rely less on the process of problem-solving 
where emphasis is on the search and processing of large amounts of 
information. The model implies therefore that the purchase of 
experiential products is explained in the light of consumers1 
previous purchases of the product. In keeping with this model, it 
would be expected that if SSA plots were recorded for consumers who 
purchased experiential products incrementally, a configuration 
containing the following distinct groupings of responses would be 
expected:
a. A grouping would emerge where the variables point to a 
predominant desire for a known and familiar experiential 
purchase. Consumers who exhibit this tendency for
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'familiarity' within their product purchase will usually 
possess a low novelty threshold and will seek a purchase which 
provides the comforting reassurance of a known experience. 
Such a grouping would indicate an emphasis upon experiences 
which are known to the consumer on the basis of previous 
purchases. Consider the case of a restaurant meal where the 
consumer repeatedly frequents the same restaurant and orders 
the same meal. The consumer's motive for doing so would be the 
guarantee of a known experience, although the actual 
consumption of the overall product may itself provide a change 
for the consumer in terms of a 'change of pace'. This grouping 
within an SSA plot would also indicate the purchase of 
experiential products for non-pleasurable, obligatory purposes 
e.g., health care. Here, consumers are purchasing obligatory 
products, where novelty does not produce pleasure but instead 
evokes uncertainty and risk. In the latter case, the balance 
between risk-avoidance and novelty seeking is tilted decisively 
towards risk-avoidance.
b. Another possible grouping consistent with the cautious 
incremental consumption model would be one where the variables 
indicate a consumer's desire for novelty when confronted with 
an experiential product purchase. The consumer would seek 
novelty both in terms of the generic product and particular 
versions of the product. In the case of the restaurant
example, the consumer will frequent a new restaurant which he 
has not previously visited and order a meal he has not tasted 
before. Consumers whose behaviour is indicated by this type of
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grouping can be inferred as having a high novelty threshold as 
a result of their previously frequent and diverse experiential 
purchases. If their past experiences were examined, it would 
emerge that their 'novel' purchase is the next logical step in 
an incremental process. Consequently, as far as they are 
concerned, they have reduced the level of perceived risk of 
their purchase through the character of earlier incremental 
purchases.
c. A third and final grouping that could be identified would be 
one that pointed to the consumer engaging in a trade-off in his 
purchase behaviour. Here, the consumer would engage in 
behaviour which shows him making trade-offs between the 
reassuring comfort of a familiar purchase and the pleasurable 
experience of consuming an unknown product. The consumer will 
try to reduce perceived risk either through the product or 
particular versions of it. Taking the restaurant example once 
again, a consumer may either frequent a known establishment and 
order a meal he has not sampled before, thereby ensuring 
diversity of experience within a 'safe' environment, or he may 
choose to visit a restaurant he has not previously frequented, 
thus introducing novelty in the purchase, but trades off 
novelty against familiarity by ordering a meal which he has 
eaten before in order to reduce risk.
6.3.2.4 Marketing Implications for Experiential Products
As in the case of holiday destination purchases, marketers' first
task when seeking to promote experiential products would be to
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identify the existing and potential market groups for the particular 
product. By segmenting consumers, marketing strategies applicable 
to each market may then be devised. The critical implication of the 
cautious incremental consumption model is that consumers should be 
segmented according to purchase experience, rather than cognitive 
variables. Previous consumption behaviour, not attitudes, would be 
the crucial determinants of market segments for experiential 
purchases.
1. First Time Purchasers:
These include consumers who choose a new product purchase but who 
will seek to consume familiar experiences within the product. This 
market segment will possess a low novelty threshold and will seek to 
reduce the risk of excessive novelty in a purchase by combining 
elements of reassuring familiarity within the total experiential 
purchase. Consumers within this market segment will, for example, 
frequent a new restaurant but they will try to trade-off their fear 
of excessive novelty by ordering meals that are familiar. In this 
way, they reduce the perceived risk of the overall experiential 
purchase by consuming experiences incrementally. Marketers will 
need to gauge this segment's familiarity threshold and this can be 
done by examining consumers' past, present and potential 
experiential purchases. Once the market's threshold of familiarity 
has been assessed, then marketers can promote their products by 
stressing that the overall experience offered provides both a 
pleasurable experience through the presence of novelty as well as 
reassurance from the presence, of experiences which consumers can 
identify with. In the case of the restaurant example, novelty is
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ensured by visiting an establishment not previously frequented. 
However, this novelty has to be perceived as being not excessively 
risky. The restaurant will therefore have to be perceived as 
different in certain respects whilst appearing reassuring and 
familiar in others. For example, the menu will have to include 
meals with which the consumer can identify and consider 'safe'. In 
order to attract first time purchasers, marketers will therefore 
have to promote a range of purchases within their product offering 
which the consumer would be able to regard as 'familiar'.
2. Repeat Purchasers:
There are two types of repeat purchases:
i) The first type includes consumers who are regular repeat 
purchasers of the product. This market segment will have a low 
novelty threshold and their purchase is determined by previous 
purchases of the same product. Thus, these consumers seek the 
reassurance of known experiences. To ensure that this segment 
continues to experience satisfaction with the purchase, 
marketers will need to emphasise that both the product 
purchased and the experiences derived from the product will 
continue unchanged. Marketers will therefore need to ensure 
that a consistent character and quality of service is 
maintained. The consumer who frequents the same restaurant and 
orders the same meal will want the reassurance of an unchanged, 
consistent and predictable product and marketers need to be 
sensitive to these regular purchasers' desire for familiarity. 
A marketing strategy structured around a 'no surprises' theme
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would be the appropriate way to address such consumers,
ii) The second type of repeat purchasers are consumers who 
repurchase the experiential product but wish to experience some 
novelty in the product. These consumers have a high novelty
threshold since they seek to introduce an element of diversity
in their consumption. Nonetheless, they contain their desire
for novelty within a known product purchase. In the case of 
the restaurant example, the consumer will seek diversity 
through the consumption of a different and novel meal but in a 
known establishment. However, these repeat purchasers are in 
danger of getting bored. Hence, for them the yet undiscovered 
novel features of an otherwise familiar experience need to be 
demonstrated in order to maintain their interest and to stop
them moving on to a novel purchase. Therefore, marketers have
to emphasise the reassurance offered by the familiar product 
yet they also need to demonstrate that their product can 
provide a variety of novel experiences which may be tried. The 
marketing strategy would attempt to ensure that the consumer 
attains satisfaction through the purchase of a known, 
comfortable product that also delivers a pleasurable 
consumption of novel experiences. The restaurateur will need 
to ensure that the menu available contains a sufficiently 
diverse selection of meals or that the selection available is 
changed regularly to avoid the possibility of having consumers 
become bored. The establishment itself, however, has to 
maintain a consistent and familiar quality of service. Thus, 
here, a marketing strategy built around a 'look what else we 
have to offer' theme would be an appropriate way of addressing
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these consumers.
6.3.3 Limitations of the Study and Areas for Further Research 
The attempt to carry out research into the travel behaviour of Gulf 
Arabs imposed certain constraints upon the collection and analysis 
of data. Previously, very little reliable information on any 
aspects of the Gulf Arab market had been documented and so the 
researcher had to proceed with the interviews equipped with limited 
data and various assumptions which existed regarding this group of 
holiday tourists. In so far as the sampled population was
relatively unresearched, the interviews had to be structured so that
they would elicit as much information regarding Gulf Arabs' travel 
behaviour as possible. This necessitated the use of guided
semi-structured interviews to generate a descriptive profile of the 
Gulf Arab travel behaviour. The resulting qualitative data had to be 
rendered quantifiable in some way and the SSA program was used to do 
this, producing classifications of Gulf Arab behaviour from the 
responses. Grouping responses in order to obtain broader
categories, however, meant that detailed information is necessarily 
lost. The conclusions derived from these analyses should therefore 
be regarded as experimental and tentative.
In view of the limitations of the study reported here and discussed 
above, one possible line for future research would be to attempt to 
concentrate on a more focused aspect of the Gulf Arab travel 
behaviour rather than tackle the broader issue of Gulf Arab travel 
behaviour in general. For instance, a specific investigation could 
be carried out on Gulf Arabs’ past, present and potential holiday
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destination purchases which would lead to a deeper understanding of 
how they perceived risk in the choice of holiday destinations. 
Concentrating on one particular aspect of Gulf Arab travel behaviour 
would have led to a more thorough and detailed treatment of that 
aspect. However, given the sample population chosen and the lack of 
reliable empirical data available on them, it was necessary to 
establish their general travel behaviour in order to generate and 
discover trends and patterns in their behaviour.
The model which is developed in this thesis is a model more in the 
sense of a conceptual framework than a set of predicted statistical 
relationships. No methods have been devised by which the variables 
identified within the model can be measured and so it remains 
non-operationalised. Nonetheless, an attempt was made to create, 
albeit conceptually, an equation predicting the incremental cautious 
consumption purchase process of consumers embarking upon 
experiential purchases although again no measurement methods were 
devised for this equation. The above limitation which flows from 
the construction of an essentially descriptive model is due largely 
to the method of data collection. One line of future development 
would be to move from a qualitative, descriptive model to a 
quantitative, predictive one where the data could be subjected to a 
more stringent statistical analysis. To obtain such quantitative 
results from the respondents, the interviews would have to be 
conducted in a more formal and structured way. However, given that 
surveys are not widely-practised techniques familiar to Gulf Arabs, 
interviews for this study had to be conducted in as informal a way 
as was possible to ensure co-operation from the respondents, and
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this restricted the amount of structured information that could be 
obtained. In conclusion, although limitations in the study have 
arisen from the way the interviews were conducted, these limitations 
were imposed by the nature of the sample population. Further
research will therefore, need to address the issue of balancing the 
desire for resistant, analysable data with the need to obtain data 
of some kind. Such considerations are often in conflict.
The model of incremental consumption developed from the empirical 
findings is therefore an inductive model. Consequently, viewing the 
overall analysis in the light of the guided semi-structured
interviews which were conducted, it has become evident in retrospect 
that the analysis would have benefited by the availability of 
additional information elicited from the respondents. It has been 
hypothesised that in order to predict future purchase behaviour,
consumers' past, present and potential purchases need to be known. 
However, in the study reported here respondents were not asked about 
their potential destination purchases. Although the interviews 
which were carried out dealt with consumers' past and present 
holiday purchases, they did not broach the topic of potential
holiday destinations which consumers considered visiting. As a 
result, the perception of risk associated with the potential 
destinations included within consumers' spectrum of choice could not 
be gauged and the model's ability to be more specific with 
particular reference to Gulf Arabs' holiday destination purchase 
behaviour therefore remains to be investigated.
The model sees purchase behaviour as a consequence of environmental
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and personal determinants, a view consistent with social learning 
theory. In this particular model, the environmental determinants 
are related to the holiday destination and the consumer's
experiences at the holiday destination. The cognitive determinants 
affect the purchase via the perceived risk variable. Perceived risk 
itself is affected by the consumer's mental constructs as well as by 
the nature of the product under consideration. In this research,
the cognitive determinants of perceived risk have been treated 
largely as given and have not themselves been the subject of
investigation. Such an investigation and the identification of
critical cognitive factors would give greater depth and predictive 
power to the model, especially in terms of identifying individual
differences in purchasing behaviour.
The social learning theory has not been applied to the buying
behaviour of travel before. The literature on purchase behaviour 
has been dominated by the cognitive paradigm although in the last 
decade, a behavioural paradigm has begun to emerge to challenge the 
existing approach. A few writers (Kassarjiam 1977, Olshavsky and 
Granbois 1979, Foxall 1983, 1986a, 1986b, 1986c, 1987, 1988) have
expressed a need to reconsider the cognitive approach to buyer
behaviour suggesting that some purchases might not involve an 
elaborate information search and decision-making process. These
writers do not dismiss the fact that some purchases may indeed 
involve the consumer in an extensive information search where also a 
decision-making process could exist. However, Markin and Narayana 
(1976) deny the existence of an information search and decision­
making process. This claim seems too bold and over-generalised,
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however, for although the data have shown that in the case of Gulf 
Arab consumers and their purchase of holiday destinations, 
information search is almost nonexistent and the purchase is the 
result of incremental consumption, it cannot be inferred that all 
purchases are incrementally consumed. The findings on which the 
model is based are particular to a specific consumer group
undertaking a specific purchase. Only through further research, 
testing the applicability of the model to other consumers' purchases 
of other types of products, can the scope and general viability of 
the model presented be established.
Further research needs to be carried out to resolve the issue of 
whether the cautious incremental consumption model posited remains a 
cultural or product-related phenomenon. By testing to see if the 
model holds true for other consumers (especially non-Western) of
holiday destination purchases as well as for other experiential 
products purchased by both Western and non-Western consumers, it can 
then be concluded more decisively whether the model is peculiar to
experiential products or to non-Western consumers or whether the
model holds true for both cultural as well as product—related
phenomena. Some of the more obvious ways of testing these issues
are proposed here. For instance, the model can be tested on other 
non-Western consumers to find out if they also consume holiday 
destination purchases incrementally. An economically powerful and 
growing group of holiday tourists which have emerged in recent years 
are the Japanese. A possible area for further research could 
concentrate on finding out the extent to which their purchase of
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holiday destinations conforms to the model of incremental 
consumption offered in this study. Further investigation would need 
to concentrate in particular on what constitutes 'familiarity' and 
'novelty' for the Japanese holiday tourist.
The model could also be tested on Western holiday tourists to 
discover whether they also purchase holiday destinations 
incrementally. Western consumers have a high propensity to travel 
on holiday and with, for example, the major tourism generating 
countries like, for instance Germany (Gouldie 1988), it is not 
uncommon for the holiday destination product to be purchased more 
than once a year. Future research could examine the pattern that 
emerges from consumers who undertake more than one holiday purchase 
in a year. Research could seek to compare and contrast these 
consumers' holiday destination purchase patterns to discover whether 
they consistently choose familiar or novel destinations or whether 
they alternate their purchase between destinations that offer 
familiarity or novelty.
Another group warranting further research are consumers who purchase 
multi-destination holidays, for example Gulf Arabs, Japanese, 
Americans and Australians who engage in European tours or Europeans 
on tours of the Far East. An investigation could be carried out to 
discover why consumers seek to combine destinations and the extent 
to which these multi-destination purchases reflect a desire to 
balance familiarity and novelty.
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A challenging area for future research would be to attempt a 
cross-national and even a cross-cultural study which aims to test 
the notion of incremental consumption behaviour. Such a study could 
compare and contrast the incremental purchase behaviour of different 
consumers examining the similarities and differences that emerge 
from the study. It is evident therefore that the extent to which 
incremental consumption is characteristic of particular cultures or, 
on an even broader level, a characteristic of non-Western cultures 
generally needs to be investigated.
Tourism, an experiential product, is the product used here to 
develop the concept of incremental consumption behaviour. Further 
research could examine the extent to which other products 
incorporating a high proportion of commodity-transforming and 
interpersonal activities might also be incrementally consumed as a 
way of reducing perceived risk. It has already been established, 
earlier on in the thesis, that the overall experience attained 
through the purchase of the holiday destination is made up of the 
consumption of many experiential products, such as airline travel, 
hotel accommodation, restaurant meals and/or entertainment
facilities. Although a large proportion of experiential purchases 
are subsumed within the tourism product purchase, it is not only 
whilst on holiday that these components of the tourism product may 
be purchased since their consumption can occur independently of the 
holiday destination purchase. Further research could test the 
extent to which, within a given destination, incremental consumption 
behaviour is applicable to the individual components of the tourism 
product. For instance, research could be carried out on Gulf Arabs'
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purchase of hotel accommodation to find out whether they purchase 
this product incrementally (i.e. by experimenting with different 
hotels or returning to the same ones). There is also scope for 
further research to find out how other consumers. Western and 
non-Western, consume the different components of the tourism 
product.
Another area for further investigation would be to test the 
applicability of the incremental consumption model to the purchase 
of package holidays. The concept of package tours which has 
developed successfully in the Western world is still in its infancy 
in the Gulf region. It is regarded as an unpopular form of holiday
travel, and an area of research which could prove fruitful would be
to establish how a package holiday, as an experiential product, is 
regarded by Gulf Arabs and what elements of 'familiarity' and 
'novelty' are embodied in the package holiday to contribute to its 
image. Investigation could also be carried out into the purchase of
package holidays by Western consumers to discover the extent to
which these holidays effectively offer combinations of 'familiarity' 
and 'novelty' consistent with consumers' needs. A comparative study 
of independent holiday purchases and package holiday purchases could 
also be conducted to test for similarities and differences.
A potential topic warranting further research is domestic tourism 
and the extent to which it is engaged in by holiday tourists. 
Domestic tourism is defined as the tourist activity carried out by 
residents of a country within the national boundaries of their 
country (Burkart and Medlik 1982, p.82) and in the case of some
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countries, e.g., the United States, which offer sufficient variety 
within their national boundaries both in terms of physical 
environment and entertainment activities, domestic tourism may be a 
way of engaging in risk reduction for a tourist purchasing a holiday 
destination, since both novelty and familiarity can be offered. 
Other countries, for example those of the Gulf region, cannot offer 
sufficient variety in terms of a different climatic environment or 
entertainment activities so that variety has to be sought through 
foreign, international travel. A study can be carried out to 
discover how domestic holiday tourists arrive at their choice of a 
holiday destination and the extent to which 'novelty' and
1 familiarity' play a role in their choice. Such an investigation
could pave the way for a comparative study of domestic versus 
international holiday tourism in order to unravel the role of
incremental cautious consumption in the choice of a destination.
Finally, although a large proportion of pleasurable and voluntary 
experiential product purchases are to be found within the tourism 
and hospitality industry, further research could examine the extent 
to which other discretionary product purchases may be considered 
experiential, and to test whether their consumption involves
incremental purchase. Such research would identify any similarities 
and differences in the consumption process of experiential products 
that are of a voluntary, pleasurable nature, e.g., holiday travel, 
and experiential products that are purchased out of necessity, e.g., 
health care.
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To Conclude:
The study reported here begins to offer an alternative 
conceptualisation of the way in which consumers consume experiential 
products. Incremental consumption, not information search, is 
suggested as the predominant means by which perceived risk 
associated with the purchase of a product is reduced. This opens up 
the possibility of a different approach to modelling consumer 
behaviour, an approach that warrants further exploration.
APPENDIX 2k
GLOSSARY OF TOURISM TERMS
GLOSSARY OF TOURISM TERMS
Leisure:**
Travel:**
Tourism**
Destination:
Visitors:*
Tourists:*
Time when a person is not engaged in employment or 
travelling to or from employment. The time may be 
put to various uses, including participation in 
tourism.
Journey from one place to another, undertaken to 
and from work, as part of employment, as part of 
leisure, to take up residence, and for any other 
purpose; all tourism includes some travel, some 
travel constitutes tourism, but not all travel is 
tourism.
Country, region, district, town, village or other 
geographical area visited by tourists.
All persons entering a country other than that of 
their usual residence for any purpose other than to 
engage in an occupation remunerated from within 
that country.
All visitors making at least an overnight stay or a 
stay of more than 24 hours in the country visited 
whose journey purpose may be classified as:
a. leisure (recreation, holiday, health, study, 
religion or sport)
b. business, family, mission, meeting.
Excursionist:* Temporary visitors not making an overnight stay in 
the country visited (or staying less than 24 
hours).
** Taken from Burkart and Medlik 1982, p.319-320. 
* World Tourism Organisation definition.
APPENDIX 3A
SELF-COMPLETION QUESTIONNAIRE 
IN ARABIC AND TRANSLATED FROM THE ARABIC
SELF-COMPLETION QUESTIONNAIRE
IN ARABIC
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SELF-COMPLETION QUESTIONNAIRE
(Translated from the Arabic)
SURVEY OF GULF NATIONAL VACATION HABITS AND PATTERNS
We are carrying out a survey of vacation patterns among GCC 
nationals, and would be grateful if you could assist us by 
completing the following questionnaire. Your replies will be 
invaluable in enabling the travel and holiday industries to better 
meet your requirements.
PLEASE COMPLETE SECTION 'A' ONLY IF YOU HAVE SPENT A VACATION IN 
EUROPE.
PLEASE COMPLETE SECTION 1B ' IF YOU HAVE NOT SPENT A VACATION IN 
EUROPE.
ALL RESPONDENTS ARE REQUESTED TO COMPLETE SECTION 'C OF THE 
QUESTIONNAIRE.
We would like to emphasise that all your answers will be treated in 
complete confidence; it is not necessary for you to provide your 
name and address.
Thank you in advance for your co-operation.
SECTION 'A'
Please answer the following questions about your vacation travel by 
placing a tick (\) in the appropriate box.
1. How often each year do you travel on vacation to destinations 
outside your country of residence?
Once  1
Twice  2
Three times  3
More than three times ____ 4
2. How often each year do you travel on vacation to other GCC 
countries?
Never  1
1 - 3  times   2
4 - 8  times  3
More than 8 times ___4
3. Which country in Europe do you enjoy visiting most?
(Please specify name of country)
4. Are there any specially important features which attract you to 
the country you have identified in Question 3? (Please describe 
these features, if any, briefly in the space below).
1
5. When you travel to Europe, how important are each of the
following features to your enjoyment of your vacation?
Of no
Very Of some Importance
Important Important Importance at all
To get away from the heat
To get away from an 
Arab environment
To get away from social 
pressures
To get away from the 
family environment
Good shopping facilities
No language difficulties
Acceptable prices
Cultural facilities 
(theatre, opera, museums)
Safety/Security
Familiarity with _
destination
Good food
Cleanliness _
Social prestige - 
Impressive destination
Facilities for relaxation _
Fashionable destination _
Facilities for children's 
enjoyment
Active, available nightlife 
Friendliness of country 
Greenery
_2
_2
_2
. 2
.2
2
_2
.2
2
2
2
2
2
Have you ever visited the U.K. on vacation?
Yes  1
No 2
I£ your answer to question 5 was 'No', please indicate why you
have never visited the U.K. on vacation. (Do not answer this
question if you have visited the U.K.). You may tick more than 
one response.
No desire to visit U.K.
Financial reasons 
Hostile environment 
Different culture 
Different language 
Not enough time 
Other (Please specify)
IF YOUR ANSWER TO QUESTION 6 WAS 'NO', PLEASE NOW GO TO SECTION 
'O' AND COMPLETE THE REMAINING QUESTIONS.
In what year did you first visit the U.K?
How many visits to the U.K. have you made in the last ten 
years?-------------------------------------------------- ---
Once  i
2 - 4  2
5 - 9  3
More than 10 times ____ 4
During which month(s) of the year do you usually visit the U.K?
Are your visits to the U.K. usually part of a European holiday 
at several destinations or is the U.K. usually the only place 
visited?
Usually visit several European destinations, i
including U.K. ----
Usually visit only U.K. 2
How long do you normally stay in the U.K.?
1 week or less  1
1 - 2  weeks  2
2 - 3  weeks  3
1 month  4
1 - 2  months  5
More than 2 months ____ 6
Where do you stay when you visit the U.K?
London only ^
London and other regions in the U.K. 2
Outside London only 3
(Please state name of town)
you? Y0U ViSit the tJ*K* on vacation, who usually accompanies
Alone   1
Friends 2
Wife and children ____3
Extended family  4
When you travel to Europe with your family, do you:
Always do things together 
Only remain together for part of the day 
Have different interests, so each goes their 
own way
Other (Please specify)
When do you book your holiday to the U.K?
A few days before departure ____ 1
One week in advance  2
Two weeks in adance  3
One month in advance 4
Two months in advance 5
More than 2 months in advance ____6
When you book your holiday, do you include:
Airline ticket and flight reservation only l
Airline ticket, flight reservation and 
accommodation 2
Other (Please specify) 3
How do you book your holiday?
Through the company which employs you
Through a travel agent
Through an airline
Through a hotel
Other (Please specify)
19. When on holiday in U.K., do you stay in: 
Hotel
Rented flat 
Own home 
With friends 
Other (Please specify)
20. When on holiday in the U.K., do you:
Mix with Gulf Arabs only_____________________ ___  1
Mix with all Arabs only (Gulf and non-Gulf) ____  2
Not mix with any Arabs ___ 3
Mix with all nationalities A
21. How important to your decision for choosing the U.K. are the
following. Please tick the appropriate place.
Very Of some Of No
Important Important Importance Importance
Family enjoyment  i  g  3 a
Own enjoyment  1  2  3 4
Friends' attitudes  1
Social prestige  1
-2  3  4
22 . Please rate the U.K. for the following items:
Excellent
Shopping
Food
Language
Prices
Relaxation
Greenery
Nightlife
Safety/Security
Friendliness
Cleanliness
Familiarity
Climate
Enjoyment for all 
the family
Good Fair Poor V. Poor
______ 2 ___3 __ 4 ___ 5
___ 2 ___ 3 _ _ _ 4 ___ 5
___ 2 — _3 ______ 4 5
-----------3 -----------4 ------------5
____2 _______3 _ _ _ 4 5
_______ 2 _______3 _______4 5
_______ 2 _______ 3 _______ 4 5
_______ 2 3 ___ 4 _ 5
2 3 4 5
2 _  3 4 5
__2 3 4 5
2 3 4 5
2 ____3 4 5
23. What is your overall assessment of the U.K. as a holiday 
destination?
Excellent ----1 Good  2 Fair
Poor  4 Very P o o r _____5
5
24. Will you be visiting the U.K. on holiday next year?
Yes i
No 2
Don't know 3
” • « r: *  •»
Do not like the U.K. 
Financial reasons 
Travelling elsewhere 
Will not travel next year 
Other
(Please specify in the 
space below)
26* visit? think the U"K* has changed since you made your first 
Yes ____1
No____________________ ____2
27■ ÏÜ y0v answered 'Yes' to question 26, please briefly describe 
the changes you have noticed, in the space below.
28. Are there any features in the U.K. which you do not like?
Yes ___ 1
No____________________ ____ 2
29. If you answered 'Yes' to question 28, please briefly describe 
the features you dislike in the space below.
30. What first attracted you to visit the U.K. on holiday?
Recommended by family/friends  !
Social prestige 2
Shopping .
Climate  4
It was fashionable to visit the U.K. %
Advertising/Magazines/Films  5
6
When on holiday in the U.K. do you prefer to:
Visit new places/meet different people 
Maintain usual habits and behaviour and 
what is familiar 
A mixture of both
When on holiday in the U.K. how much is your approximate 
holiday expenditure per week? (Amount should not include your 
airfare, only your expenses in the U.K.)
Less than £100 
£100 - 500 
£500 - 1000 
£1000 -  2000 
Above £2000
What percentage of your overall holiday expenditure goes 
towards each of the following:
Accommodation
Shopping
Nightlife
Food
Internal Transport 
Everyday outings 
Services (Laundry, 
tips)
Up to 
10%
Up to 
25%
Up to 
50%
Up to 
75%
Above
75%
 5
 5
 5
 5
 ___5
 5
 5
How do you pay for your holiday expenses?
From your salary or other current income
General bank loan
Savings
Specific holiday loan 
Other (Please specify)
When you travel to Europe or the U.K. on vacation, which 
airline do you prefer to travel with?
Gulf Air   i
Saudia  2
Kuwait Airways  3
British Airways  4
Air France  5
Lufthansa  g
Swissair ___ 7
Singapore Airlines ___ 8
British Caledonian ___ 9
KLM  10
Other  11
(Please specify below)
36. Please specify which of the airlines you have identified in 
question 35 are your first and second choice for flights to 
Europe?
My first choice airline is _______________    i
My second choice airine is ZZZZZZZZZZZZZZIZIZZI 2
37. When you travel by air to the U.K. or Europe on vacation, what 
type of ticket do you purchase?
First Class  1
Business Class  2
Economy (full fare)  3
Economy (cheapest available) ____ 4
Don't know  5
38. When you select an airline and a flight to travel to the U.K. 
or Europe on vacation, what factor from the following list do 
you consider to be most important?
Please indicate the most important factor by marking it 
the second most important factor ,2 \  the third most important 
factor 3 etc. If you think a factor is unimportant, please 
mark it 'O'.
Departure/arrival times
Direct/ non-stop flights
Daytime flight
Night time flight
Quality of inflight food/drinks
Friendly and efficient cabin crew
Comfortable seats
Low fares
The airlines advertising 
Safety
My national airline 
Attractive stewardesses 
Other (Please specify)
THANK YOU. PLEASE NOW GO TO SECTION 'C AND COMPLETE THE REMAINING 
QUESTIONS.
Rating
   1
  2
____________  3
____________  4
____________  5
  6
____________  7
  8
____________  9
 10
 11
 12
____________ 13
____________ 14
8
SECTION 'B'
Please answer the following questions about your vacation travel by 
Pacing a tick (\) in the appropriate box.
Please do not complete this Section if you have spent a vacation in 
U.K. or Europe and have already completed Section 'A1.
1. How often each year do you travel on vacation to destinations 
outside of your country of residence?
2.
Once  i
Twice  2
Three times  3
More than three times _____ 4
Which countries have you visited on vacation trips? Please 
list the countries in the space below.
3. Are there any specially important features which attracted you 
to the countries which you have listed in question 2?
(Please describe these features briefly in the space below).
When you travel on vacation, how important are each of the 
following features to your enjoyment of your vacation?
Very
Important
To get away from the heat ____ 1
To get away from an Arab 
environment 1
To get away from social 
pressures  1
To get away from the
family environment  1
Good shopping facilities 1
No language difficulties _____ 1
Of no
Of some Importance 
Important Importance at all
 2   3  4
 2  3  4
 2  3  4
 2  3   4
 2  3  4
 2  3  4
Very
Importa
Acceptable prices
Cultural facilities 
(theatre, opera, museum).
Safety/security
Familiarity with 
destination
Good food
Cleanliness
Social prestige - 
impressive destination
Facilities for relaxation__
Fashionable destination ___
Facilties for children's 
enjoyment ____
Facilities for your 
enjoyment
An active, available 
nightlife
Of no
Of some Importance 
Important Importance at all
 2 3 &
Hostile environment 
No desire to visit Europe 
Financial reasons 
Have not had time 
Language problem 
Different culture 
Other (Please specify in the 
space below)
.1
.2
3
.4
.5
.6
7
10
6. How do you pay for your holiday expenses?
From your salary or other current income  i
General bank loan o
savings 3
Specific bank loan 4
Other (Please specify in the space below) 5
7. When on holiday how much is your approximate holiday
expenditure per week? (Amount should not include your airfare 
but only the amount you spend in your holiday destination).
Dhs 500. or less __ 1
Dhs 500 - 1000  2
Dhs. 1000 - 3000  3
Dhs. 3000 - 5000  4
Dhs. 5000 and above 5
SECTION 'C*
Please answer the following questions about yourself
1. In which country were you born?
2. In which country are you now living?
3. What is your occupation? ___________
4. What is your age?
Under 20  1
2 1 - 3 0  2
31 - 40 3
41 - 50  4
Over 50  5
5. Are you Male or Female?
Male  1
Female  2
6 . Are you married, single or divorced?
Single  1
Married  2
Divorced  3
7. How many children do you have?
11
What is your approximate monthly salary?
Less than Dhs. 5000.-  i
Dhs.5,001 - 7,500.-  2
Dhs.7,501 - 12,500.- 3
Dhs.12,501 - 17,500.- 4
Dhs.17,501 - 22,500.- 5
More than Dhs 22,501.-  6
9. What level of education did you receive?
No formal education 1
Literate (basic reading, writing) 2
Completed high school  3
University (BA,BSc)  4
Post-graduate (MA, MSc or Ph.D) ZZZZs
10. Do you read any Arab daily newspapers?
No  x
Yes  2 (Please specify below)
11. Do you read any English newspapers?
No  i
Yes  2 (Please specify below)
12. Do you read any Arabic weekly/monthly magazine? 
No  1
Yes   2 (Please specify below)
13. Do you read any English weekly/monthly magazine? 
No ____ 1
Yes — :— 2 (Please specify below)
14. Today's date? Day________  Month Year
THANK YOU FOR YOUR TIME & CO-OPERATION IN COMPLETING THIS 
QUESTIONNAIRE.
APPENDIX 3B
TOTAL PASSENGER FLOWS AT GULF AIRPORTS
FOR THE YEAR 1985
TOTAL PASSENGER FLOWS AT GULF AIRPORTS
FOR THE YEAR 1985
To Abu Dhabi from To Dubai from
Bahrain 32,423 Abu Dhabi
Doha 26,541 Bahrain 60,986
Dubai 125 Doha 29,101
Muscat 10,487 Muscat 16,846
Ras A1 Khaimah Ras A1 Khaimah -
Sharjah - Sharjah -
Dhahran 4,199 Dhahran —
Jeddah 11,563 Jeddah —
Riyadh 6,391 Riyadh —
Kuwait 19,226 Kuwait 90,228
Total 110,955 Total 197,161
To Bahrain from To Muscat from
Abu Dhabi 27,214 Abu Dhabi 12,663
Doha 79,537 Bahrain 17,305
Dubai 63,091 Doha 7,409
Muscat 15,497 Dubai 16,116
Ras A1 Khaimah1 889 Ras A1 Khaimah -
Sharjah 5,848 Sharjah 5,571
Dhahran 167,824 Dhahran 118
Riyadh 32,003 Riyadh 2,631
Kuwait 77,682 Kuwait 6,288
Total 490,626 Total 70,564
To Doha from To Ras A1 Khaimah :
Abu Dhabi 24,295 Abu Dhabi
Bahrain 79,556 Bahrain 808
Dubai 30,137 Doha 503
Muscat 6,283 Dubai
Ras A1 Khaimah 360 Muscat
Sharjah 8,683 Sharjah —
Dhahran 7,947 Dhahran _
Jeddah 7,558 Jeddah _
Riyadh 7,572 Riyadh —
Kuwait 15,552 Kuwait -
Total 189,943 Total 1,311
ao ananan
Abu Dhabi
Bahrain
Doha
Dubai
Muscat
Ras A1 Khaimah
Dhahran
Jeddah
Riyadh
Kuwait
Total 2:
Figures to airports in Saudi Arabia were not disclosed. 
Figures to the airport in Kuwait could not be obtained.
Source: Civil Aviation Authorities of Countries quoted.
from
7,014
8,699
5,279
1,382
2,374
APPENDIX 3C
DIRECT FLIGHTS TO THE GULF STATES 
FROM LONDON HEATHROW AND LONDON GATWICK
DIRECT FLIGHTS TO THE GULF STATES FROM LONDON HEATHROW
1 April - 30 June 1987
DAY FLIGHT DEPT TIME DEST
Mon GF030 10:00 BAH/MCT
BA147 10:15 KWI/DXB
until *KU142 10:30 KWI
8 June
from *KU146 10:30 KWI
15 June
SV040 12:30 JED/RUH
BA223 14:15 BAH
BA033 14:35 AUH
GF022 19:45 DOH/AUH
QF022 21:15 BAH
BA011 21:45 MCT
BA145 22:30 DOH
Tues GF008 10:00 BAH/AUH/MCT
BA147 10:15 KWI/DXB
KU182 10:30 KWI
SV040 12:30 JED/RUH
BA065 19:10 BAH
SV034 20:45 RUH
QF022 21:15 BAH
BA011 21:45 AUH
Wed GF002 10:00 BAH/AUH/MCT
BA147 10:15 KWI/DXB
KU102 11:30 KWI
BA223 12:15 DOH/MCT
SV040 12:30 JED/RUH
BA011 15:30 AUH
PK782 17:45 DXB
BA019 18:00 BAH
GF034 19:45 DOH/MCT
QF022 21:15 BAH
BA149 21:30 KWI/DXB
DAY FLIGHT DEPT TIME DEST
Thurs GF020 10:00 BAH/AUH
BA147 10:15 KWI/DXB
KU104 10:30 KWI
GF004 12:00 DOH/DXB
/MCT
SV042 12:30 JED
BA033 13:00 AUH
SV036 15:30 RUH
GF032 21:00 BAH/MCT
BA145 21:10 DOH/BAH
QF022 21:15 BAH
from *KU164 21:15 KWI
18 June
BA011 21:45 MCT
Fri GF012 10:00 DOH/AUH
BA147 10:15 KWI/DXB
KU102 11:30 KWI
SV042 12:30 JED
SV038 14:20 DHA
BA033 16:35 BAH
GF026 19:45 BAH/MCT
SV034 20:45 RUH
GF038 21:00 MCT
QF022 21:15 BAH
BA011 21:45 AUH
DAY
Sat
Sun
FLIGHT DEPT TIME DEST
GF024 10:00 DOH/MCT
BA147 10:15 KWI/DXB
KU172 10:30 KWI
SV040 12:30 JED/RUH
BA011 20:15 MCT
GF032 21:00 BAH/MCT
BA035 21:10 DOH/BAH
QF022 21:15 BAH
GF008 10:00 BAH/AUH
BA147 10:15 KWI/DXB
KU102 11:30 KWI
SV040 12:30 JED/RUH
BA033 13:00 AUH
SV038 14:30 DHA
PK788 18:45 DXB
GF016 19:45 DOH/SHJ/MCT
QF022 21:15 BAH
BAOll 21:45 MCT
DIRECT FLIGHTS TO THE GULF STATES FROM LONDON HEATHROW
1 July - 31 October 1987
DAY
Mon
Tues
Wed
23 Sept
23 Sept
FLIGHT DEPT TIME DEST DAY FLIGHT DEPT TIME DEST
GF002 10:00 BAH/AUH/ Thurs GF002 10:00 BAH/AUH
MCT
BA147 10:15 KWI/DXB BA147 10:15 KWI/DXB
KU178 10:30 KWI KU138 10:30 KWI
SV040 12:30 JED/RUH GF004 12:00 DOH/MCT
BA223 14:15 BAH SV042 12:30 JED
BA033 16:35 AUH BA033 13:00 AUH
GF008 19:45 DOH/AUH SV036 15:30 RUH
SV034 20:45 RUH GF006 21:00 BAH/MCT
QF022 21:15 BAH BA145 21:10 DOH/BAH
BAOll 21:45 MCT QF022 21:15 BAH
BA145 22:30 DOH until *KU164 21:15 KWI
23 July
BAOll 21:45 MCT
GF002 10:00 BAH/AUH GF008 22:15 DOH/AUH
BA147 10:15 KWI/DXB
KU182 10:30 KWI Fri GF002 10:00 BAH/AUH
SV040 12:30 JED/RUH BA147 10:15 KWI/DXB
BA065 19:10 BAH KU102 11:30 KWI
GF008 21:00 DOH/MCT x- GF004 12:00 DOH/SHJ
QF022 21:15 BAH SV042 12:30 JED
BAOll 21:45 AUH 31 Jul-*KU164 12:30 KWI
11 Sept
SV038 14:30 DHA
GF002 10:00 BAH/MCT SV036 15:30 RUH
BA147 10:15 KWI/DXB BA033 16:35 BAH
KU102 11:30 KWI GF006 19:45 BAH/AUH
BA223 12:15 DOH/MCT GF038 21:00 MCT
SV040 12:30 JED/RUH QF022 21:15 BAH
BAOll 15:30 AUH BAOll 21:45 AUH
PK782 17:45 DXB
BA019 18:00 BAH
*GF006 21:00 BAH/AUH
QF022 21:15 BAH
BA149 21:30 KWI/DXB
*GF008 22:15 DOH/MCT
DAY
Sat
Sun
until 
20 Sept
FLIGHT DEPT TIME DEST
GF004 10:00 DOH/MCT
BA147 10:15 KWI/DXB
KU172 10:30 KWI
SV040 12:30 JED/RUH
BAOll 20:15 MCT
GF006 21:00 BAH/AUH
BA035 21:10 DOH/BAH
QF022 21:15 BAH
GF004 10:10 DOH/AUH/MCT
BA147 10:15 KWI/DXB
KU102 11:30 KWI
SV040 12:30 JED/RUH
BA033 13:00 AUH
SV038 14:30 DHA
PK788 18:15 DXB
*GF008 21:00 DOH/MCT
QF022 21:15 BAH
BAOll 21:45 MCT
GF006 22:15 BAH/AUH/MCT
DIRECT FLIGHTS TO THE GULF STATES FROM LONDON GATWICK
1 April - 30 June 1987
DAY FLIGHT DEPT TIME DEST
Mon CX200 11:00 BAH
BR434 11:05 DHA/MCT
GA881 14:45 AUH
from *BR466 14:45 JED
25 May
BR382 19:45 DXB
Tues CX200 11:00 BAH
BR466 14:45 JED
BR382 19:45 DXB
Wed CX200 11:00 BAH
BR434- 11:05 DHA/MCT
UL516 13:15 DXB
BR382 19:45 DXB
BR454 21:20 RUH
BR466 22:10 JED
Thurs CA938 10:55 SHJ
CX200 11:00 BAH
BR434 11:05 DHA/MCT
PR723 12:15 DXB
GA883 14:40 AUH
BR382 19:45 DXB
Fri CX200 11:00 BAH
BR434 11:05 DHA/MCT
BR468 11:25 JED/RUH
UL512 13:15 DXB
BR382 19:45 DXB
FLIGHT DEPT TIME DEST
CX200 11:00 BAH
BR382 19:45 DXB
BR452 21:20 RUH/MCT
Sun CA938 10:55 SHJ
CX200 11:00 BAH
BR434 11:05 DHA/MCT
UL512 13:15 DXB
BR466 14:45 JED
BR382 19:45 DXB
DIRECT FLIGHTS TO THE GULF STATES FROM LONDON GATWICK
DAY FLIGHT DEPT TIME DEST DAY FLIGHT DEPT TIME DEST
Mon CX200 11:00 BAH Fri CX200 11:00 BAH
BR434 11:05 DHA/MCT BR434 11:05 DHA/MCT
*EK002 13:45 DXB BR468 11:25 JED
GA881 14:45 AUH UL512 13:15 DXB
13 Jul--*BR466 14:45 JED *EK002 13:45 DXB
17 Aug BR382 19:45 DXB
BR382 19:45 DXB
Tues CX200 11:00 BAH Sat CX200 11:00 BAH
*EK002 13:45 DXB *EK002 13:45 DXB
BR466 14:45 JED BR382 19:45 DXB
BR382 19:45 DXB BR452 21:20 RUH/MCT
Wed CX200 11:00 BAH Sun CA938 10:55 SHJ
BR434 11:05 DHA/MCT CX200 11:00 BAH
from 8 UL516 13:15 DXB BA434 11:05 DHA/MCT
July
*EK002 13:45 DXB UL512 13:15 DXB
BR382 19:45 DXB *EK002 13:45 DXB
BR454 21:20 RUH BR466 14:45 JED
BR466 22:10 JED BR382 19:45 DXB
Thurs CA938 10:55 SHJ *EK002 - from 6 July 1987
CX200 11:00 BAH
BR434 11:05 DHA/MCT
PR723 12:15 DXB
*EK002 13:45 DXB
GA883 14:40 AUH
BR382 19:45 DXB
Source: ABC World Airways Guide, 1987
CODES TO TABLES IN APPENDIX 3C
DESTINATION CODE
BAH = Bahrain
KWI = Kuwait
DOH = Doha
MCT Muscat
JED = Jeddah
RUH = Riyadh
DHA = Dhahran
AUH Abu Dhabi
DXB = Dubai
SHJ = Sharjah
FLIGHT CODE
BA = British Airways 
SV = Saudia 
KU = Kuwait Airways 
GF = Gulf Air
BR = British Caledonian Airways 
EK = Emirates Airlines 
QF = Qantas Airways 
PK = Pakistan International 
Airlines
GA = Garuda Indonesian Airways 
UL = Air Lanka 
CA = CAAC (China)
CX = Cathay Pacific Airways 
PR = Philippine Airlines
APPENDIX 3D
INTERVIEWING TIMETABLE
INTERVIEWING TIMETABLE 14 April - 30 June 1987
DAY FLIGHT DEPT TIME DEST DAY FLIGHT DEPT TIME DEST
Mon GF030 10:00 BAH/MCT Sat BAOll 20:15 MCT
until *KU142 10:30 KWI BA035 21:10 DOH/BAH
8 June
from *KU146 10:30 KWI
15 June
SV040 12:30 JED/RUH
BA223 14:15 BAH Sun BA147 10:15 KWI/DXB
BA033 14:35 AUH KU102 11:30 KWI
- SV040 12:30 JED/RUH
SV038 14:30 DHA
Tues GF008 10:00 BAH/AUH/MCT
KU182 10:30 KWI
SV040 12:30 JED/RUH
Wed BA147 10:15 KWI/DXB
KU102 11:30 KWI
BA223 12:15 DOH/MCT
BAOll 15:30 AUH
Thurs GF020 10:00 BAH/AUH
KU104 10:30 KWI
GF004 12:00 DOH/DXB/MCT
SV042 12:30 JED
SV036 15:30 RUH
Fri GF012 10:00 DOH/AUH
KU102 11:30 KWI
SV042 12:30 JED
SV038 14:20 DHA
BA033 16:35 BAH
INTERVIEWING TIMETABLE 1 July - 31 August
DAY FLIGHT DEPT TIME DEST DAY FLIGHT DEPT TIME DEST
Mon GF002 10:00 BAH/AUH/MCT Fri GF002 10:00 BAH/AUH
KU178 10:30 KWI KU102 11:30 KWI
SV040 12:30 JED/RUH GF004 12:00 DOH/SHJ
BA223 14:15 BAH SV042 12:30 JED
GF008 19:45 DOH/AUH SV038 14:30 DHA
SV034 20:45 RUH SV036 15:30 RUH
BA033 16:35 BAH
Tues GF002 10:00 BAH/AUH
KU182 10:30 KWI Sat BAOll 20:15 MCT
SV040 12:30 JED/RUH BA035 21:10 DOH/BAH
Wed BA147 10:15 KWI/DXB Sun GF008 21:00 DOH/MCT
KU102 11:30 KWI GF006 22:15 BAH/AUH
BA223 12:15 DOH/MCT /MCT
until {GF006 21:00 BAH/AUH
23 Sept{GF008 22:15 DOH/MCT
Thurs GF002 10:00 BAH/AUH
KU138 10:30 KWI
GF004 12:00 DOH/MCT
SV042 12:30 JED
SV036 15:30 RUH
{GF006 21:00 BAH/MCT
{GF008 22:15 DOH/AUH
{ These flights were covered although not on a regular basis.
APPENDIX 3E
INTERVIEWER-ADMINISTERED QUESTIONNAIRE 
TRANSLATED FROM THE ARABIC
INTERVIEWER-ADMINISTERED QUESTIONNAIRE
TRANSLATED FROM THE ARABIC
DATE
FLIGHT NO.
INTERVIEW NO.
SEX
NO. TRAVELLING NOW:
When was your first trip to the United Kingdom?
What was the reason for your first trip?
How many times have you visited the United Kingdom before this?
How long did you stay in the United Kingdom this time?
What was the reason for this visit to the United Kingdom?
How long do you normally stay on holiday?
Which months do you normally travel in for holiday purposes?
Do you travel on holiday every year?
What other countries have you visited on holiday?
How do you structure your holiday - single/multiple destination 
holiday?
What is your favourite holiday destination?
What is/are the reason(s) for your choice?
What is your opinion of the United Kingdom in terms of cleanliness? 
(How do you compare the United Kingdom's cleanliness with that of 
other countries? What destinations are cleaner/less clean than the 
United Kingdom?)
TIME
TO
NATIONALITY
What is your opinion of the United Kingdom in terms of safety?
(How do you compare the United Kingdom's safety with that of other 
countries? What destinations are safer/less safe than the United 
Kingdom?)
What is your opinion of the United Kingdom in terms of prices? (How 
do you compare the United Kingdom's prices with that of other 
countries? What destinations are cheaper/more expensive than the 
United Kingdom?)
What is your opinion of the United Kingdom for relaxation? (Further 
remarks on relaxation in the United Kingdom. How do you compare 
relaxation in the United Kingdom with relaxation in other 
countries? What destination(s) is/are better for relaxation?)
What is your opinion of the United Kingdom in terms of shopping?
How do you compare shopping in the United Kingdom with that in other
countries? What destination(s) is/are better for shopping?)
What is your opinion of nightlife in the United Kingdom? (Further 
remarks on nightlife in the United Kingdom.)
What is your opinion of the United Kingdom in terms of greenery?
(Further remarks about greenery in the United Kingdom. How do you 
compare greenery in the United Kingdom with greenery in other 
countries? What destinations have better greenery than the United 
Kingdom?)
How do you consider the language barrier/familiarity in the United 
Kingdom?
How do you consider the treatment of the British? (How do you 
compare the treatment in the United Kingdom with treatment in other 
countries? What destinations offer better treatment?)
What do you consider to be important factors which lead to your 
choice of a holiday destination?
Where do you stay in the United Kingdom - London or outside London? 
What accommodation do you stay in?
When do you book your accommodation?
When do you book your airline ticket?
When do you preplan your holiday?
Which airlines do you prefer to travel on?
What are the reasons for your preference?
Have you ever been on a package tour before?
What is/are your opinion(s) about package tours?
Do you find out information about the holiday destination you travel 
to prior to arriving there?
How does familiarity affect your choice of a holiday destination? 
What aspects do you like in the United Kingdom?
What aspects do you dislike in the United Kingdom?
Has the United Kingdom changed from when you first visited it? In 
what way(s) has it changed?
In the United Kingdom:
Do you go shopping? Where do you go shopping?
What are your everyday activities?
Do you go out at night? Where do you go to for nightlife?
Do you frequent restaurants? What restaurants do you go to?
Do you visit museums? What museums have you been to?
Do you go to theatres?
Do you visit parks? Which parks do you go to?
What towns/cities have you visited in the United Kingdom?
Where do you prefer - London or outside London? What are the 
reasons for your preference?
Do you undertake shopping for presents?
When in the United Kingdom what nationalities do you mix with?
Do you prefer/dislike the presence of other Gulf Arabs in the United 
Kingdom? Why?
What form of payment do you use when on holiday?
How much money did you spend on your holiday?
What did most of the money go on?
Are you satisfied/dissatisfied with the United Kingdom as a holiday 
destination?
Will you return to the United Kingdom in future?
What reasons made you come to the United Kingdom this time? 
Respondent's Occupation?
Respondent's Age?
Questions in brackets denote those that author asked only when 
respondents qualified their statements. These questions were not 
answered by all respondents.
APPENDIX 4A
AN ELABORATE BREAKDOWN OF THE GULF ARABS. 
AVERAGE EXPENDITURE PER DAY IN THE
UNITED KINGDOM
AN ELABORATE BREAKDOWN OF GULF ARABS' AVERAGE EXPENDITURE 
PER DAY IN THE UNITED KINGDOM
Expenditure Group Average Expenditure 
Per Day
% of Respondents
Less than £25 £ 16.83 11.4
£26 - £50 £ 39.27 16.3
£51 - £75 £ 63.44 23.8
£76 - £100 £ 90.71 11.9
£101 - £200 £134.79 18.8
£201 - £500 £325.30 14.9
More than £500 £771.67 3.0
Average = £130.77 100.1*
n = 202
* Total does not add up to 100 percent due to rounding.
APPENDIX 5A
COORDINATES FOR THE SSA PLOT OF THE
IDEAL HOLIDAY DESTINATION
APPENDIX 5A
Ideal Holiday Destination: The SSA Coordinates
Showing Where Each Point Can be Located on the Plot
Variable Vector 1 Vector 2 Vector 3
1 48.250 2.565 2.836
2 7.894 -30.818 -28.423
3 -38.294 -28.540 -1.299
4 86.589 -65.775 -67.906
5 -44.075 82.464 38.797
6 51.465 -57.255 -100.000
7 31.719 -77.029 0.000
8 -20.403 -43.820 -4.086
9 75.996 18.634 -99.428
10 73.011 -38.758 2.293
11 -18.232 -100.000 36.262
12 -100.000 4.371 21.792
13 -76.569 -34.609 -26.692
14 -91.616 14.764 -21.426
15 -23.388 -4.470 -36.040
16 -32.713 66.963 52.727
17 -77.661 70.593 -43.992
18 75.038 75.143 -28.728
19 -52.145 -67.091 71.601
20 100.000 47.698 65.795
21 -10.481 92.042 -80.164
APPENDIX 5B
COORDINATES FOR THE SSA PLOT OF THE
PREFERRED HOLIDAY DESTINATION
APPENDIX 5B
Preferred Holiday Destination: The SSA Coordinates
Showing Where Each Point can be Located on the Plot
Variable Vector 1 Vector 2 Vector!
1 71.534 -23.165 -22.486
2 -55.007 -100.000 19.521
3 40.057 -53.127 -37.048
4 -67.853 -69.355 -22.223
5 -65.585 -68.494 -62.313
6 47.287 -67.747 -6.866
7 -19.452 -5.340 0.297
8 -100.000 -42.496 -11.171
9 -40.538 -30.928 -47.298
10 -50.317 30.020 4.595
11 -73.418 12.924 -4.887
12 -7.433 -71.191 -27.263
13 46.726 21.252 -20.686
14 -77.362 -49.588 37.671
15 -24.661 -25.558 44.018
16 16.471 30.935 -20.518
17 43.597 -7.223 -69.529
18 -25.919 -71.311 -85.282
19 51.664 -53.884 -35.035
20 -27.799 -93.923 -1.007
21 -46.485 -5.434 -100.000
22 -52.925 53.915 -66.491
23 -45.377 100.000 23.360
24 -85.151 8.292 -68.503
APPENDIX 5G
COORDINATES FOR THE SSA PLOT OF THE
REAL CHOICE OF A HOLIDAY DESTINATION
APPENDIX 5C
Real Choice of a Destination: The SSA Coordinates
Showing Where Each Point can be Located on the Plot
Variable Vector 1 Vector 2 Vector 3
1 91.102 10.240 -20.546
2 73.970 76.035 -12.076
3 2.623 1.090 20.780
4 31.703 40.332 -13.988
5 87.852 66.080 -38.135
6 4.627 27.067 -91.331
7 99.213 25.225 -54.522
8 -48.831 46.941 -26.112
9 57.806 59.047 -23.215
10 48.846 51.751 -77.433
11 71.573 57.599 3.294
12 68.134 -100.000 -100.000
13 43.730 100.000 -46.701
' 14 37.762 27.734 58.555
15 -97.778 -18.624 -43.849
16 -5.709 54.816 8.367
17 96.092 -59.483 15.672
18 -100.000 -15.826 -22.652
19 -36.014 -67.979 23.092
APPENDIX 5D
CORRESPONDENCE ANALYSIS PLOTS SHOWING THE 
RELATIONSHIP BETWEEN IDEAL -  PREFERRED -  REAL
HOLIDAY DESTINATION
Q
RECOMMENDATION
R3
CURIOSITY
HOME 
ENVIRON 
RL
C2
REASSURING 
ENVIRON
ci
ACTIVITY
HOLIDAY
R+
NON-HOLIDAY
R2
RELAXATION
CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW VARIATES FOR:
(COL) IDEAL Vs (ROW) REAL CHOICE OF A HOLIDAY DESTINATION
E3 GREY AREA 0F OVERLAP WHERE 'RELAXATION HOLIDAY' CAN BE 
ASSOCIATED WITH EACH OF THE NEIGHBOURING AREAS.
NUMBER OF PRINCIPAL INERTIAS 1
Co-Ordinate Inertia % of Inertia Chi 2 D.F.
1 0.0170 95.8158 53.018 5 0.00002 0.0007 4.1842 2.296 3 0.5162
THE AMOUNT OF VARIANCE ACCOUNTED FOR BY THE FIRST DIMENSION =95.8%
C3
INDIFFERENT
«3
CURIOSITY
FAMILIAR
ENVIRON
Rl
HOME
‘ R2
RELAXATi ON
ENVIRON
- C2
ENTERTAINMENT
HOLIDAY
►
R4 :
NON-HOLIDAY
CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW VARIATES FOR:
(COL) PREFERRED Vs (ROW) REAL CHOICE OF A HOLIDAY DESTINATION
D  GREY AREA 0F OVERLAP WHERE 'RELAXATION HOLIDAY' CAN BE 
ASSOCIATED WITH EACH OF THE NEIGHBOURING GROUPS.
NUMBER OF PRINCIPAL INERTIAS 1
Co-Ordinate Inertia % of Inertia Chi2 D.F.
1 0.0463 88.0510 129.508 5 0.00002 0.0063 11.9490 17.219 3 0.0010
THE AMOUNT OF VARIANCE ACCOUNTED FOR BY THE FIRST DIMENSION =88.1%
*3
INDIFFERENT
RECOMMENDATION
ENTERTAINMENT HOLFAMILIAR ENVIRON
REASSURING ENVIRON
ACTIVITY HOL
CORRESPONDENCE ANALYSIS PLOT OF THE COLUMN AND ROW VARIATES FOR:
(COL) IDEAL Vs (ROW) PREFERRED CHOICE OF A HOLIDAY DESTINATION 
NUMBER OF PRINCIPAL INERTIAS 1
Inertia % of Inertia Chi2 D.F.
0.0331 93.4420 92.628 4 0.00002 0.0023 6.5580 6.400 2
THE AMOUNT OF VARIANCE ACCOUNTED FOR BY THE FIRST DIMENSION = 93.4%
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